











for heavy-duty service 


e Again Clemson leads in giving better hack saw values. 
Again Clemson Engineers have found the solution to the need 
for a heavy-duty hack saw—at a lower cost. The new Star 
Molybdenum Heavy Duty, Extra Value Hack Saw is their 
answer. It does everything that any hack saw blade can do— 
and saves about one-half the cost. e Here's a worthwhile sav- 
ing that will surely interest your customers who use heavy-duty 
hack saws. This great economy is possible through the success- 
ful adaptation of Molybdenum, materially less expensive than 
other alloys used in hack saws, to the requirements o 
heavy-duty hack saw operation. « The new Star “Moly” 
Blade in every way possesses the high Clemson Standard 
of quality. It does the work. It costs about one-half less. Wh/ 

a bladel — and what an opportunity for profitable sal 
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ACCOR 


THE SYMBOL OF QUALITY IN CHAIN 
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A GOOD NAME FOR A GOOD PRODUCT 


As the saying goes, “A chain is no stronger than 
its weakest link.” The only way you can be sure 
that there are no weak links is to buy your chain 


on the reputation of its manufacturer. 
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Many generations of chain-making is the rea- 
son For ACCO leadership. For many years ACCO 
leadership has been maintained by constant 
improvement in product, quality and honest 


merchandising principles. 


ACCO CHAIN SPECIALTIES 


Coil Chain, Welded & Weldless Sash Chains Trace Chains 

Steel Loading Chain Dog Chains Heel & Butt Chains 
Log or Binding Chains Wagon Chains Breast & Halter Chains 
Porch Swing Chains Plumber & Safety Chain Repair & Lap Links 
Hammock Chains Well Chain Hooks, Cold Shuts, etc. 
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Le: Paatect YOUR CASH 
AND CONTROL THE DETAILS OF 
YOUR BUSINESS THE MODERN WAY 


If you would have greater protection for your cash . . . if you 
would speed up and simplify all your cash registering and re- 
cording of transactions . . . if you would have, at your finger- 
tips, vital, up-to-the-minute information about your sales by 
clerks or by departments; charges, paid-outs, money received 
on account, and so on... . if you would add a modern touch 
to the appearance of your store . . . if you would save store 
or counter space for the display of more merchandise .. . if 
you would save money on your cash registering equipment 
... if you would have a fast, practical machine for handling 
all kinds of figure-work—investigate Burroughs New 
Cash Machine. You will be surprised to learn at what a 
remarkably low price you can have a model exactly suited 
to your own individual requirements. Mail the coupon 
or call the local Burroughs office for complete details. 
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The New 
BURROUGHS 


CASH MACHINE 





Burroughs Adding Machine Company, 6571 Second Boulevard, Detroit, Michigan 
Please send me special descriptive folder on the Burroughs Cash Machine. 


Name a eo a pS, Se eee : eho 





Address aa : Sen eee PERE ae! 8 
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EXACTING WORKMANSHIP 


IT IS like building your house upon the 
sands to sell an inferior product that can- 


not give satisfaction. Even a lower price is 


no compensation for inferiority. Our Tub- 
- ular and Split Rivets cost a little more, but 
they are made to meet the highest standards 
of quality and workmanship . . . their qual- 
ity is proven and guarantees satisfaction. 


TUBULAR RIVET 
& STUD COMPANY 


Boston 





The largest fac- 
tory in the world 
devoted to the 
manufacture of 
Tubular and Split 
Rivets. 
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NICHOLSONVILLE CALLED FOR AGAIN 





An Announcement concerning the 
NICHOLSON FILE COMPANY’S 
PLANS for a 1932 Window Display 


N 1931 the Nicholson File Company 
offered its dealers NICHOLSONVILLE 
believing that the miniature file city was 
something entirely new and different in the 
line of window displays. 


It soon became evident that it was. Practi- 
cally every display was spoken for inside of 
a week and numerous letters came from 
dealers stating their intention of using 
NICHOLSONVILLE again this year. 
These letters have increased to numbers 


NICHOLSON FILE CO. 


Providence, R.1., U.S. A. 


A File for Every Purpose 


which make it obvious that our dealers 
would rather use NICHOLSONVILLE 
—_ this year in preference to something 
else. 


. 


If there are any of our dealers who did not 
receive one of these displays, we suggest 
that they either write us or send the 
attached coupon at once. We have re- 
printed a very limited number of NICH- 
OLSONVILLE displays. As long as they 
last they will be sent free of any charge. 





NICHOLSON FILE COMPANY 
Providence, R. I. 


Gentlemen : 


I did not get one of your 1931 window displays. 
Please send me one free of all charge. 


Name - pees 


Street Address atte Se a 





City ___ 





~ HA~-1-4032 
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HARDWARE AGE 
Follows Hardware 








_. hardware goes, Hardware Age 
is sure to follow. 


Hardware is sold everywhere—Hardware Age is 
read everywhere. 






Each issue contains sound merchandising ideas— 
ideas that move merchandise. 


~~. HARDWARE AGE 


239 W. 39th Street, New York City 


HARDWARE AGE 
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GOLD STRAND 


meaning 





takes ona 





The Box protects the Stock. 


HE Gold Strand in insect screen cloth 
means more than the identification of 
quality. It’s a one hundred foot tape measur- Ride aitalid bn 


ing feet and inches rolled with the cloth. 
When filling a cut length order the dealer Ol D 


merely unrolls the required length, cuts the 
cloth and tape and uses the tape to tie the 
package. The marking on the exposed tape 
end of the roll tells him “to the inch” the 
remaining contents of the roll. Today Gold 





INSECT SCREEN CLOTH 





: AF Black Painted American B American 
Strand means Quality plus Utility. psa Galvanoid (in nae aaptavionred Hard Copper 
AMERICAN WIRE FABRICS CORPORATION 
Subsidiary of Wickwire Spencer Steel Co., 41 East 42nd St., For the HARDWARE TRADE 


New York City; Buffalo, Chicago, Tulsa, Worcester; 
Pacific Coast Headquarters: San Francisco; Branches 
and Warehouses: Los Angeles, Portland, Seattle. 







Clinton Hex Mesh Poultry Netting —Clinton Straight- 

line Poultry Netting—Clinton Hardware Cloth— 

Perfection Door Springs—Wissco Clothes Lines— 
Nails and Brads—Insect Screen Cloth 





Ask your jobber's salesman for a supply 
of these business - getting little books. 
He will gladly give them to you FREE. 
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¢ YALE DEALER SERVICE - 


To Our Friends 
THE HARDWARE MERCHANTS 


E begin the new year with a deep feeling 
of appreciation for your cooperation in 


working hand-in-hand with us in an effort to 
stimulate business during the trying months of 1931. 
























The past year was marked by consistent, aggressive 
activity on the part of our Dealer Service Depart- 
ment to help you bring customers into your stores; 
and never has your responsiveness to this important 
division of our organization been more gratifying 
and encouraging. 


New merchandise which we brought out to enable 
you to offer unprecedented value was eagerly ac- 
cepted and featured; powerful dealer helps which we__ 
devised to help sell Yale products were promptly 
adopted and put to work in your stores. 


We are naturally gratified at your friendship and 

confidence and the enthusiasm with which you 

greeted our efforts. With this assurance of your ‘ 
whole hearted interest, our attitude toward the 

coming year cannot be other than optimistic. 


Rest assured of our continued cooperation, for our 
| own interests are inseparably linked with yours. 
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THE YALE & TOWNE MFG. CO. 


STAMFORD, CONNECTICUT, U.S.A. 
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In this era of thrifty buyers, Myers Defiance Pump Standards have a stronger 
appeal than ever before. Distinguished for their design, exclusive features, ease of 
operation and extreme durability, they can be sold and installed with the assurance 
of complete customer satisfaction. Study the detailed illustration appearing above. 
Note how ruggedly this stand is built. Note its distinctive improvements. And then 
study the possibilities a Stand of this caliber offers in your immediate locality. When 
you have done this, we feel sure that you will be sufficiently interested to write us 
for catalog and prices. 


THE FLE.MYERS & BIRO.¢S: 


ASHLAND, OHIO. 


Manufacturers for over Fifty Years of MYERS HONOR-BILT’PUMPS for Every Purpose, 
WATER SYSTEMS- HAY and GRAIN UNLOADING TOOLS ~ BARN. ‘FACTORY and 
ARAGE DOOR HANGERS- STORE LADDERS, E 
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Mr. Dealer — = = 


The Consumer relies 
entirely on your — 


Judgment.- - = 


The average buyer of Screen Wire Cloth knows 
little and cares little about the actual construction of 
the product. What he wants, is the best possible 
Wire Cloth obtainable for the price he wishes to 
pay, and he relies entirely on his Hardware Dealer 
to see that he gets what he wants. Fulfill that con- 
fidence, sell him Gray-Wick. 


Gray-Wick meets 
the Popular Demand — 


CORTLAND BLACK: ; 
= i ta Ae pa For the finest possible Screen Wire Cloth at a 


a durable Wire Cloth at C Wick 
a lower price. Uniform- i -Wick. ! 
sagan cE gene wes ee popular price, recommend Gray-Wic It is 
a hard elastic enamel. 





durable, rust-resisting and neat in appearance— 
WICKWIRE CORT- 

LAND BRONZE: Pre- 3 
diden ‘eteing and tpe- a wire cloth you can sell to the most exacting 
cial rust-resisting alloy 
makes Wickwire Cortland 
Bronze an _ outstanding 
quality wire for appear- 
ance and service. 


CORTLAND PREMIER: 
50% heavier than the : : s 
standard grade, made of wire. Doubly protected against corrosion by 
rust-resisting, copper- = 

bearing steel and dull par , 

finish electro-galvanized. electro galvanizing and a coating of transparent 
Now made in 14 mesh, 
32 gauge wire. For 
severe service. 


; 


customer. 


Made from Copper-Bearing, full gauge steel 


varnish over all. 





For an increasing busi- 
ness and more profit, 
carry the complete Cort- 
land line. 
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CARBORUNDUM Sales Tips 


Consider the 


“ae 


HECK up on the garages and 
service stations—the car 
dealers operating service 
shops in your sales area. 

Don’t be surprised if the total repre- 

sents quite an appreciable sales outlet 

for many of the products you carry in 
stock. 

So far as Carborundum Brand Pro- 
ducts are concerned here indeed is a 
rich field. 

You can sell the garage mechanics 
Carborundum Brand Super-Speed Valve 
Grinding Compound. He will be glad 
to get it as it gives a better finished 
valve seating—quicker. 





GARAGE & 
I MECHANIC ff 


You can sell him Carborundum and 
Aloxite Brand Grinding Wheels. 

Remember, he has tools, parts, fit- 
tings—a lot of things to grind and he 
is a big user of small wheels. 

You can sell him Aloxite Brand 
Cloth for all metal finishing—and if 
he has a repaint*shop he will want 
Carborundum-Made Waterproof Sand- 
ing Papers for auto 
body finishing. 

He knows and appre- 
ciates Carborundum ‘eine 
praee: Products and "lee 


Hour 


Carborundum Quality. Columbia Chain 


SATURDAY NIGHTS 


Go after him. 9:00 E.S.T. 


Send for special literature illustrating and describing these products 


THE CARBORUNDUM COMPANY, NIAGARA FALLS, N. Y. 


CANADIAN CARBORUNDUM CO., LTD., NIAGARA FALLS, ONT. 


Sales Offices and Warehouses in 
New York, Chicago, Boston, Philadelphia, Cleveland, Detroit, Cincinnati, Pittsburgh, Milwaukee, Grand Rapids, Toronto, Ont 


(carsorunoum AND ALOXITE ARE REGISTERED TRADE MARKS OF THE CARBORUNDUM ComPaNy ) 
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INVENTORY 


Are you looking forward to it with fear and trembling? 
Does it recall drudgery—overtime and sleepless nights? 


We cannot tell you how to AVOID taking inventory any 
more than a physician can tell you how to avoid taking 
medicine, when needed; but we can furnish a remedy that 
has solved the problem for hundreds of hardware dealers. 


That remedy is the Hardware Age Easy Inventory Sheets. 
They simplify the whole problem. These convenient 
sheets are printed on both sides—200 pages—room for 
6,800 items. So simple—so easy to understand and use 
that you can take inventory in almost no time. 


And so LOW in price—only One Dollar for a Hundred 
“End your inventory trouble” by mailing your 


Sheets. 
order and check right away to— 


HARDWARE AGE 


239 West 39th Strec: 


New York City 
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It Won’t Be Long Now 


Before you realize it the Spring thaws will put 
the “Steel blades” out of the running and 
usher in “Wheel skates.” 


Look ahead—plan accordingly—order early. 
Make 1932 a banner year for the sale of 
UNION HARDWARE Ball Bearing Extension 
Roller Skates. These widely popular skates 
have brought healthful enjoyment to millions 
—disappointment to none and increased sales 
and profits to Dealers everywhere. Patterns 
for children and adults of all ages. 


All Jobbers handle the Union Hardware Line. 
Send for New Catalog. It shows all styles for 
men, women and children. 








HARDWARE COMPANY 


Reg. U. 8S. Pat Off. 















No. 4 
For Children 











For Boys 
and Girls 








Torrington, Connecticut 





New York Office: 151 Chambers St. 


ESTABLISHED 1854 
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“Tt Wilt Be the Talk 


of the town” 


SEAL KRAFT 
ROSE BUSHES 














the 


4-| air 


@ Seal Kraft on the air will cer- 
| tainly be the talk of the town. 
| | Over the ether waves will be 





told the story of the Seal 

Kraft process, which has revo- 
lutionized the merchandising of rose 
bushes. 


Seal Kraft rose bush dealers know that 
they are handling only the best. Seal 
Kraft has pioneered the way to greater 
profits with rose bushes. 











ley 
se eae 
“It’s Coated” 


Prepare now to take advantage of this mar- 
velous new development. Your customers 
are going to demand them. The Seal Kraft 
Rose program will be an unusual broad- 
cast. 

A Seal Kraft franchise is certainly valu- 


y able. 


Wire or write to 


31 C. E. WILSON & CO., Inc. 


* Patet Dept. Al Manchester, Conn. 





Th’ “Hivinly” Hod— 





—"“An’ th’ good 
father has always 
told me, that they'll 
be givin’ me a harp 
whin Oi go to 
Hivin’ an’ Oi'll sit 
an’ play sweet 
music all the day— 


But, O’im av the opinion, an’ begorrah, it will 
plaze me better, that phwat they'll be after givin’ 
ould Pat will be anither hod—a golden wan, sit 
with di’monds—that’ll carry a da-cent load with- 
out la’kin’ all over a gintlemin’s shoul-dher.” 


NEVER DRIP STEEL MORTAR HODS 


Cannot leak. Made entirely of steel with wooden 
shoulder saddle and handle. Edges reinforced— 
fork pressed from heavy gauge steel. Weight 
only 11 Ibs. 


prices. 


The Cleveland Wire Spring Co. 
CLEVELAND, OHIO 











Get a stock in. They 
sell easily with an 
excellent profit. 
Write today for 

















PLYMOUTH PRODUCTS 


OBBLER Outfits and 

Shoe Lasts and Stands 
are in big demand. Shoes 
are worn longer—men are 
‘halfsoling their own.” 
Place a few sets in your 
window and watch them 
sell. 


E C ON ie) MY <or GENER a, 


BOOT,» SHOE 


(@fe}=1-18 4-1 REPAIRING 





Cern Shellers Grist Mills 
Big sellers from now on. “Gem,” “Little Gian 4 


“Never Fail” and ‘‘R&H” Corn Shellers and ‘“‘Rapi 
and “Korn King’ Grist Mills. Write for Catalog. 


THE FATE-ROOT-HEATH CO. 


1322-1358 High St. PLYMOUTH, OHIO, U. S. A. 
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Push Bar G61 00 00 Series. Gov. Type No. 1009. 





Door Holder 58 00 4 

and 5 Series. Gov. 

Type No. B1149 and 
B1149A. 





Chief Floor Hinge 2 00 0 Series. 
Gov. Type No. 2334 





Adjustable Closet Hanger Bar 104 00 00 Series. Gov. Type No. A1010 
HARDWARE CONFORMING TO 
Government Master Specification FFH 101. 


These are a few of the items that we manufacture which conform to the 
government’s latest specifications. 

We also make a complete line of Double and Single Acting Checking Floor 
Hinges under Government Master Specifications FFH 101 and upon request 
will send full information and details contained in our new catalog No. 32. 


THE SHELBY SPRING HINGE COMPANY SHELBY, OHIO 








The Best Selling Heel Plates 


NOW is the time to profit 
by displaying and selling 
these famous Heel Plates 
which save leather heels 
and outlast other heel 
plates because of their 
splendid quality. 


STAR NEVER 


HEEL PLATES 


are put up on cards Ww... handicap your BEFORE 


business with old fashioned 





which get quick atten- fixtures — when _ scientifically 
a esigne ° 
tion and increase sales. PRICED Heller Display Equip, has it been so easy to 
. ment ys - m 
Each card holds 3 pairs { Tust’s just, wnat, we net, equip your store with 
M4 y fe this 1 ve- e os 
Seka Gada te ee ee ditplay comp 
and 4. One doz. cards ; 
Sf Se aaa: | mont. 
to the bundle. They give equipment make its own pay- 
° : . ments. (That’s why we say 
entire satisfaction. Good 





te 
Above illustrations ex- . 
actly one-half size and Trade-prices. po Ags A, —— pn Business Building Store Equipment 


send you a 


STAR HEEL PLATE CO. | 227s", Gave W. C. HELLER & CO. 


write your name and address tear out this ad and 








on margin and mail today. mail today. I-A 
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that — oe has it —_ . 
so easy to re-equip your store , 
8 Sizes profit. Send for Samples with Heller equipment). Hard- H ELLE R 
Ses, 68 te 6 ware men all over the —_ 


complete information without 700 Bryant St., Montpelier, Ohio 


357-391 Wilson Avenue, Newark, N. J. a J hse gg og Sign in the margin, | New York OMees: 














Dowr trust your memory. 


Use your note book. 

After you close a sale and 
start a new sale with a customer 
make note of the name and ad- 
dress and telephone number 
and try to put down a date for 
some future need. 

Your notebook should be full 
of sales suggestions—buying re- 
quirements of your customers. 
And you should be using it 
every day. 

If you know the profit in sell- 
ing the value of Atkins quality 
in service you should have a list 
of home and farm work-shops, 
prospects for sales of cross cut 
saws and circular saws and 
metal cutting saws—all with the 
names and addresses and tele- 
phone numbers. 

When the next rainy day 
comes and business is slow— 
use your book. Make some tele- 
phone calls and mail some let- 


ters. And you can reap the crop 
of added sales as a result. 

And you can use one custom- 
er to find another. Try it. Ask 
him how he is using his Atkins 
saw. Then ask him why his 
friends don’t use Atkins. Get 
names and prospects. 

This business of selling is a 
lot easier when you can prove 
value in service of the quality 
tools and saws that bear Atkins 
guarantee of satisfaction. 

Good salesmanship is helped 
by what you sell as well as how 
to sell it. 

Put that down in your note- 
book and think it over. 


(Signed) 


ibis 





HOW ONE SALE MAKES ANOTHER 


Dp. you know the sales relationship of one item to another? If you knew 
you would develop more and more sales where you previously thought your 
customer disinterested. Look for the answer next week on this page; it’s 


worth reading. 





Ask for your copy of the complete edition of Sam Sayles’ selling talks. 


ATEN 
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Atkins No. 10 
Hack Saw Frame 


Fiizre Rubber Handle, 
“easy grip” pattern; hung low, 
directing entire force of stroke 
on a line with the cutting edge 











of blade. Frame of cold 


rolled steel, 3/16 inch thick 


and % inch wide. Nickeled 


ble to 8°and 12 inch blades. 
Depth under back to cutting 
edge of blade, 3 inches. 


| and highly polished; adjusta- 


With Atkins SILVER 
STEEL Hack Saw Blades, this 
makes an ideal combination as 
Atkins SILVER STEEL Hack 
Saw Blades with the Blue End 
are guaranteed to cut six times 
more metal than any so-called 
Tungsten Blades. 


There is-nothing finer to 
make a lifetime friend for 
your store than to sell him a 
good hack saw blade and 
frame—and that’s ATKINS. 


Ask for Atkins “Saws in the 
Shop” or the “Hack Saw 
Blade” book, if you want a lot 
of good sales talk. 
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Can a Cash Store Out 


by MURRAY C. FRENCH 


HE twenty-eighth of the 
fhe was always a bad 

day for Bob Butler, the 
hardware man. He shrank from 
the job of sorting over his ac- 
counts receivable, for he never 
failed to find two or three to 
throw out as worthless. It wor- 
ried him. 

“Listen, Old Vet,” he burst 
out, “I’ve a good notion to go 
over to a cash basis. Or maybe 
have two prices, one for cash and 
one for credit. Why should the 
cash customers be penalized for 
these bad accounts?” 

“You're right,” the Old Vet- 


eran agreed, 



















“they shouldn’t. ; _— 
There are a lot 4 a PI 


of mighty good _ i 


18 


Let the Old Vet- 


eran and Bob 


arguments in favor 
of a strictly cash 


business. out. 
“You'll notice 

most cash stores 

have as their 


motto, “Pay Cash; Pay Less’ in 
some form or other. They 
claim they can undersell credit 
stores because they have less 
bookkeeping and accounting ex- 
pense and no credit losses to 
saddle on their customers. 

“They argue a cash customer 
does less complaining. Having 
already paid for the goods he 
does not use his unpaid account 
as a club to force an undeserved 
adjustment. 

“In giving 
credit a merchant 
is really lending 

the customer 
money and 
receiving 
nothing in re- 
turn for that 









~ 
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Butler argue it 
It’s an in- 
teresting story 


The Old Veteran 
gives Bob Butler 
the benefit of his 

experience. 


banking service he 
renders. If you 
have $8000 ac- 
counts receivable 
it takes just 
$8000 more capi- 
tal to finance your business. 

“The cash stores point out that 
the dead beats rejoice every time 
a new credit store opens. They 
are experts at opening accounts. 
The theory that a credit store 
‘owns’ its customers is all wrong, 
they claim, for those accustomed 
to credjt usually have accounts 
with all the other credit stores 
too. Satisfaction brings custom- 
ers back, not charge accounts. 

“Worse yet, credit even drives 
trade away, for if a person’s ac- 
count is a little overdue he is 
ashamed to go into that store. 
He spends his ready cash else- 
where, letting his account drag 
along. Even when he finally 
pays up this slow account he still 
avoids that store. It’s just as 
easy to trade some- 
where else. 

“The cash customer 
does not have that 
‘send it on approval 
and call for it tomor- 
row’ mania. These 
exchanges and re- 
turns make a triple 
selling cost instead 
of a single one. 





Charge accounts 
are spoiling 
people. 


“Speaking of 
installment houses, 
they persuade a 
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man to sew up his entire income 
for a long period, then if sick- 
ness hits him they strip him of 
everything. They kill all sense 
of thrift and encourage him to 
buy more expensive things than 
he can afford. 

“The charge customer shops 
all around and has approval- 
sends from all the stores. The 
cash customer knows what he can 
spend, reads the ads more care- 
fully and buys more quickly. 

“The cash store knows every 
night just how it stands. Its 
banker never makes a wry face 
at that dubious item, accounts re- 
ceivable. It gets its money for 
today’s sales today, and reinvests 
that money tomorrow fer an ad- 
ditional profit.” 

The Old Veteran raised his 
hands as much as to say, “There 
you are; answer that!” 

Bob Butler, however, was by 
no means convinced. “The 
thing that stumps me,” he said, 
“is that such a large propor- 
tion of strictly cash stores are 
small and unprosperous looking. 
They sell low grade 
goods and cater to cheap 
trade. The big, high 
class stores all seem to 
extend credit. 

“IT understand that of 
the 1,300,000 stores in 
the country, about 1,000,- 
000 give credit in some 
form. Surely, Old Vet, 
there must be valid rea- 
sons for such a wide- 
spread practice.” 

“You’re right again, 
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Bob,” the Old Veteran acknowl- 
edged with a twinkle in his eye. 
“These stores feel that a charge 
account is a powerful bond be- 
tween the store and its custom- 
ers. They say that, except for 
department stores, most charge 
customers have accounts at only 
one store of a kind, one hard- 
ware store, one shoe store, etc. 

“And the clerical work of a 
credit department is nothing 
compared to the pulling power 
of a charge account. Various 
estimates, all large, have been 
made of the cost of getting a cus- 
tomer into a store. 















isell a Credit Store? 


“Once in the store, a charge 
account keeps him coming back. 
It makes him feel at home. It 
keeps the store in touch with his 
purchases and his needs. He be- 
comes known to the salesmen, 
and they to him. He is not skep- 
tical—thus can be sold with less 
effort. 

“Not being compelled to pay 
cash on the spot, he buys more 
and better merchandise. But if 
the cash customer hasn’t enough 


money in his pocket he must 
(Continued on page 57) 


Bob Butler gets 

some things 

settled in his 
mind. 
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Our New Store Displays 
50% More Merchandise 


By VEACH C. REDD 
Hardware Merchant, Cynthiana, Ky. 


HE inspiration to install 
complete display equip- 


ment came from an idea I 
have had in the “back of my 


head” for the last ten to fifteen 
years of my thirty-one years of 
merchandising experience. Even 
when I was a boy playing “keep- 
ing store” with the kids, I had a 
desire for a store where every- 


thing was neat and orderly— 
where there was a place for 
everything. 

I really take no credit for my- 
self in doing it, in this day and 
age. The truth of the matter is 
that our town, in the last two 
years, has filled up with chain 
stores, and I saw the handwriting 
on the wall. 

I firmly believe that in the fu- 
ture people will spend their 
money in stores that are attrac- 
tive, clean and orderly; where 
the merchandise is attractively 
displayed and price ticketed. 

Our new equipment is in- 
stalled in the same room which 
we have occupied for the last ten 
years. It differs from the old 
store in that the shelving is all 
new and of the right height. Un- 
der the shelving on each side we 
have incorporated the ledge dis- 
play idea, and each four foot 
unit is individually lighted. For 
instance, the ledge on the tool 
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and hardware side of the store 
now takes care of the display of 
‘the small items and hardware 
that formerly was displayed in 
the center of the room on twelve 
seven foot tables. On each side 
of the house, too, we have incor- 
porated the new “show window 
inside the store” feature, which 
serves to break the monotony of 
the shelving. One of these fea- 
tures is on the hardware and tool 
side between the bolt department 
and the panel door display and 
the other is located on the other 
side of the store between the paint 
department and the china and 
gift goods department. 

There are several very impor- 
tant advantages gained by the 
new arrangement. First in im- 
portance, I would say, is the sav- 
ing of space. We have on dis- 
play at least 50 per cent more 
merchandise than we had before 
the new arrangement was com- 
pleted. For instance, in the paint 
department we formerly used 36 
feet of side wall space, with 
shelving 18 inches higher than 
we now have. At present we are 
now using only 24 féet of wall 


space, and have 
more paint on 
display than 
formerly. We 
are using the 
ledge idea here 
and we place 
all related 
items on dis- 
play on_ that 
ledge, includ- 
ing brushes, 
steel wool, 
sandpaper, 
scrapers, putty 
knives, brush 
cleaners, small 
tubs of colors, 
floor wax and, 
in fact, every- 
thing that be- 
longs to the 
paint depart- 
ment. The ex- 
tra twelve feet 
we have de- 
voted to housewares and a show 
window feature which can be 
used for displaying ranges, re- 
frigerators and other seasonable 
larger volume items. 


We formerly had bolts and 





The features mentioned by Mr. Redd are shown in these 
several views of his new store equipped completely by The 
Lyon Metal Products Co., Aurora, Ill. 


screws scattered in three or four 
different departments. Now we 
have the entire stock in eight feet 
of wall space. Another very im- 
portant thing—we have accom- 


(Continued on page 50) 
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by J. A. WARREN 


NE of the strong- 
est weapons in 
the merchandis- 


ing of goods in the 
more successful stores 
throughout the country is the 
price ticket. 

In many instances the price 
ticket (not the price) is the main 
feature of window and store dis- 
plays. From one to two dozen 
tickets all uniform in size, shape 
and color scheme, form an at- 
tractive and effective display. 
Their mere repetition serves not 
only to drive home the display to 
the mind of the shopper, but 
when a new display is installed, 
a new dress of price tickets is a 
striking change from the old dis- 
play. Frequently an entirely new 
appearance can be given to much 
the same window display simply 
by changing the ticket dress. 


Ticket Designs 


In the accompanying illustra- 
tion are presented ten different 
shape suggestions for price tick- 
ets. Of course, where larger show 
cards are used the same design 
as that for the price ticket may 
be used with good effect. These 
tickets are intended to be done in 
color, the borders and the price 
being in color and the sales mes- 
sage in black. The cardboard it- 
self may also introduce a note of 
color, but usually is very effective 
in white. Later in this article we 
will deal with color combinations 
and how to produce them. 
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The third tick- 
et here is 
made by com- 
bining the out- 
lines of num- 
bers one and 
two. If you make a master card of 
durable cardboard you can easily 
make these designs by marking a pen- 
cil line around the master and then 
cutting with the shears. You can make 
a couple of dozen of these in short 
order. 


Price Ticket Copy 


Here is a matter which war- 
rants more than casual attention. 
Too many price tickets bear the 
legend “special” “marked down” 
and various other suggestions of 
lowered value. To make your 
prospect want to buy an article 
it is necessary first to create de- 
sire for it in his mind. It is im- 
portant to carefully consider 
what you write in the way of 
value creating copy for the price 
ticket. It must be brief, free from 
claims that arouse suspicion in 
the mind of the window shopper, 
and in most cases it is better to 
give the underlying reasons for 
quality in the merchandise rather 
than to make a bald claim that 
you are offering quality goods. I 
am more interested in the fact 
that your garden rake has a 
strong, light weight handle and 
extra durable teeth, than I am in 
any claim that you may make 





PRICE TICKETS Should 


How to make them tell an ef fi- 
cient sales story and bring 
the customers into— the store. 





that it is “the best 


made.” Most ar- 
ticles are “the 
‘best made.” 

Here are a few suggestions for 
copy to help you get the idea of 
what we mean by “value creating 
copy.” 

Hammers—well balanced,  se- 


leeted tool steel head, straight 
grain hickory handle. . . . 0.00 


Planes—Chrome alloy steel cut- 
ters, adjustable sidewise or 
ore ree ee 0.00 


Chisels—For hard and _ soft 
woodwork, rust resisting . 0.00 


Saws—Tapered to prevent buck- 
ling. A fast and keen tool 
0.00 
These are merely suggestions 
that indicate the sort of informa- 
tion that the buyer of tools will 
be interested in. It is necessary 
to consider the nature of the mer- 
chandise in order to determine 
the appeal that must be made. 
For instance, if you are offering 
a display of housefurnishings, 
your housewife will not be so in- 
terested in the material that is 
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used in the manufacture of the 
article as she will be in what the 
article will do to make her work 
lighter or more satisfactory, but 
the thrifty housewife will have 
some consideration for durabili- 
ty as well as appearance. She will 
read tickets that say: 


Double Boiler, Upper part holds 
14% quarts, lower 2 quarts. 


An excellent value...... 00c 
Percolators. Wide bottom for 
quick heating ......... 00c 
Shears. Fine cutting edge that 
stays sharp. Cut all the way 
Oe Se OO. ws eas 0.00 
Knives. Stainless, hand ground, 
no rust, no scouring... .0.00 
Skillet. Fries evenly, easily 
Bik ek pon aay eis Sas 00c 


You will note that in the tick- 
ets addressed to women shoppers 
the appeal stresses 
performance 

rather than ma- 











Use ONE only de- 
sign with each win- 
dow trim. 








Make as 


terial. If you can add to that the 
appeal of appearance, so much 
the better. But prepare your tick- 
et copy with the utmost care be- 
fore you start the lettering or turn 
it over to your sign writer. 


Celor Combinations 


Color should be chosen with 
some thought for the season in 
which it is used. It is actually 
possible to turn a customer away 
from your store or window dis- 
play with the wrong color, if it 
is strong enough. For instance, on 
a hot day, reds, oranges and bril- 
liant yellows are positively dis- 
couraging to most people. Con- 
versely cold blues and greens in 
a frigid day will not spell wel- 
come to your place of business. 
All you have to do, however, is 
to reverse the positions. Nothing 
is more hospitable on a cold 
winter day than warm colors, 
such as orange, red and yellow. 

When springtime rolls around 
again you can go 
in for purples and 


y 








A 


many 


tickets as required from the same 


design. 
trim its effect. 


It is the repetition which gives the 
Follow these articles, which 


will appear each month, second issue. 
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SAY SOMETHING? 


lavender since these shades are 
half warm and half cold, being 
made from red and blue basical- 
ly. White is mixed to produce the 
lavender. 

In the autumn the various 
shades of brown are appropriate 
and restful. 


How to Combine Them 


While we are taught that red 
and green are complimentary as 
are also yellow and purple these 
colors in their full strength are 
somewhat hard and compete too 
much with the merchandise for 
attention. They must either be 
subdued by mixing white with 
them producing the tints or they 
may be used in another way: It 
is a safe plan to use the different 
tones of the same color, as brown 
and buff, purple and lavender, 
dark and light blue, ete. 

Next week, and in the second 
issue of each month thereafter, 
HarpwakeE AGE will present sug- 
gestions for specific designs and 
With the adver- 
tising service and the suggested 
window displays you have a 
winning combination that will 
spell profits and more sales. 


color schemes. 





ye 


Its the Truth 
Tickets like these 
are effective for —_ 
special events and Dn 
holiday use. 
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How to Go About 
Remodelling an Old Store 





One of a Series of Monthly Chats with 


HE big trouble in remodel- 
fh a store while business 

is going on comes in get- 
ting the merchandise out of the 
old shelving and in to the new 
shelving or fitures without losing 
track of it completely. 

If the new fixtures are to 
“built-in” it is of course almost 
imperative that at least one side 
of the store be done at a time be- 
cause if you try to build fixtures 
in to a store you must have room 
for the men to work. 

For this reason there is no 
question but what the factory 
made sectional fixtures whether 
they are made of wood or steel 
are more practical. The first 
cost may or may not be a little 
higher but even though they may 
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be higher it is more than made 
up when you come to try to in- 
stall them in a store that is al- 
ready stocked and doing busi- 
ness. 

With sectional fixtures you 
can remove a section or two of 
the old shelving at a time and 
then set the new ones in place 
and put the stock right back be- 
fore it has a chance to get mixed 
up. And best of all this type 
of equivalent can be finished 
before it is brought into the store 
so that as soon as it is set in 
place and levelled up it starts 
working for you right away. 
There are no wet paint signs 
around for customers to get 
mixed up with either. 

It is usually best to put in the 


wall equipment sections first 
where the entire store is to be re- 
modelled. In this way much of 
the obsolete stock which will 
show up when it is pulled out of 
the old shelving can be put out 
on the counters or display tables 
in the center of the store with a 
good low price and disposed of 
while. the remodelling is going 
on. 


And a Remodelling Sale 


Under no circumstances lose 
sight of the opportunity pre- 
sented for a remodelling sale. 
Put a good big sign on the front 
of the store and let your custom- 
ers know that you have confi- 
dence in the future and that you 
are going ahead to make your 


Showing how the merchandise can be moved out in front of the present shelving while the old shelving is removed and the 


new sections put in place. 
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The ledge type of wall fixtures is with- 

out a doubt the best suited to the 

average store. Use plenty of large 
price cards. 


store the best place in town to 
buy hardware. 

Don’t depend alone on the ob- 
solete merchandise that will turn 
up but also get your jobber to 
work with you to put some real 
bargains in popular merchandise 
out with the “has beens.” It 
dresses up the rest of the display 
and makes it more interesting. 
You don’t need many but you 
will kill your sale if you don’t 
have a few leaders in the bunch. 

There is enough dead stock in 
a good many hardware stores I 
have been in which: if dug out 
and sold would buy two sets of 
fixtures for these stores. These 
merchants know it is there and 
no one would like to see it move 
any more than they would. The 
remodelling sale is the way. 

All of the small cabinet and 
builders’ hardware and other 


Retail and Wholesale Trades 
Employ 714 Million Persons 


A total of nearly seven and a half 
million people normally are engaged in 
the retail and wholesale trade. The 
number engaged in retailing includes 
3,769,000 full-time employees, 565,000 
part-time employees and approximately 
1,470,000 proprietors. 

The total number of paid employees 
in the wholesale trade is 1,607,704, of 
which 65,432 are salaried executives; 
358,446 salesmen, and 1,183,826 office, 
warehouse, and other employees. 

There were 169,757 establishments in 
the wholesale field, with net sales total- 
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small items that are to be sam- 
pled on display boards should if 
possible be sampled in a rear 
room or at least out of the main 
sales room. In this way when 
you bring them all out at once 
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Counter displays should be in 
straight lines with associated 
items together and with good big 
bold price cards that talk. Men- 
tion on these price cards the 
good points of the merchandise. 
on opening day it will make a 
much bigger and better appear- 
ance. 
Then the Grand Opening 
Day 
After the wall fixtures are all 
in place set a day when the new 
remodelled store will be ready 
for the grand opening. Close the 
store for a day or two if neces- 
sary and get all the new mer- 
chandise out on the display coun- 
ters and make the store look its 
best. Bring out all the display 
panels and hang them in place. 
Be sure that all the counter dis- 
plays are seasonable merchan- 
dise and that price cards are 
large enough to be easily read at 
a distance. 





ing $69,490,771,331 in 1929, and 1,549,- 
168 retail stores, with sales totaling 
$50,033,850,792. Total sales in the two 
trades amounted to the staggering fig- 
ure of $119,524,622,123. This total, 
however, includes considerable duplica- 
tion of sales in the wholesale trade in 
that some commodities are handled sev- 
eral times in the process of distribu- 
tion to the retailer. 

The fact that the wholesale figures 
so greatly exceed retail totals may need 
a word of explanation. For the pur- 
poses of the Census of Distribution, a 
wholesale establishment is any place of 
business where goods are sold at whole- 
sale. In other words, wholesale trade, 


The better the opening day is 
advertised the more people will 
come. Any special stunts such 
as flowers for the ladies, caps or 
balloons for the kids, a band or 
anything else of a spectacular 
nature is good business and in 
deciding which stunt will work 
best local conditions must be 
taken into 
considera- 
tion. It will 
pay. 

If you 
have read 
this far you 
should by 
now see 
many ways 
that a pro- 
gram of this 
kind can 
mean real 


money to 
you in 1932, 

















In sampling display 
panels put the items 
in straight lines with 


ate the price in bold 
but It 18 8O- figures under each 
ing to be up item. 


to you. Will 

you use your 

wishbone or 

your backbone and will you do 
it now or will you wait until next 
year and then wish you had. 
Having a backbone and a few 
guts in 1932 is going to pay 
some hardware men a big divi- 
‘dend at the end of this year. 
How about it? 





as defined for census purposes, em- 
braces all establishments engaged in 
the purchase, sale or distribution of 
goods on a wholesale basis, for the for- 
eign as well as the domestic market. 


Household Frigidaires Sales 
Increased 35% in 1931 


E. G. Biechler, president and general 
manager of the Frigidaire Corp., Day- 
ton, Ohio, has announced that the plant 
built and shipped 35 per cent more 
household models in 1931 than during 
the preceding year. 
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HARDWARE AGE 
ADVERTISING SERVICE 














Lincoln’s Birthday 
SPECIALS 


We’ve planned for weeks to 
provide these Lincoln’s Birth- 
day Specials — you'll find 
every item exceptionally high 
quality and priced to save 
you money. 


(List Items 
With Prices) 


YOUR STORE NAME 

















Washington’s Birthday 
SPECIALS 


For ———— Only, quanti- 
ties limited, come early! 
You'll find Specials through- 
out the store, and all sensa- 
tionally low priced. These 
low prices only while pres- 
ent quantities last—so come 
early. 


(List Items 
With Prices) 


YOUR STORE NAME 





By Samuel Kalp 


HOW TO USE 


The illustrations, layouts and ads supplied with this service are 
especially planned to help every hardware store make its advertising 
more practical and effective by the liberal use of human interest 
illustrations. Copy is always supplied in so far as it is practical for 
use by all of our clients. 


The description and pricing of the items must necessarily be left to 
the individual store in most cases. In writing the descriptions to give 
to your printer with the supplied ad layouts keep in mind that brief, 
to the point descriptions are the most effective. The style, size, col- 
ors, unusual features, or special economies effected by the use of the 
item should be given. If greatly reduced, it is sometimes desirable 
to show former as well as reduced price. If any question arises con- 
cerning the use of these ads, write us. You'll find us willing to help 
you sell more hardware at all times. 


HOW TO ORDER 


If you have local stereotyping facilities, request the complete sets 
of mats of all the advertising illustrations of these two pages, in- 
closing your check for $1.25. If you need mounted cuts order them 
by number given under each cut, listing the numbers in a column. 
Figure the charge of 35c. for each cut when less than ten cuts are 
ordered; when ordering ten cuts or more figure the charge at 30c. 
for each cut ordered. Inclose check with order, please—this saves 
bookkeeping of small amounts. Send all orders to 


HARDWARE AGE ADVERTISING SERVICE 
239 W. 39th St. New York City 











CLEARANCE 
VALUES! 


Men, Look at these bargains! About 
half their regular price! Here’s a 
real opportunity to save money and 
buy your needs at prices you can 
afford. It pays to buy good merchan- 
dise and it’s smart to take advantage 
of these Clearance Prices. 





(List Items 
With Prices) 


YOUR STORE NAME 
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These Ads Are Planned Six Weeks In Advance 
To Give Ample Time To Order Illustrations 
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of Housewares. 





potatoes, apples 
other vegetables. 
—width—depth. 


pay. Look at these Bargains! 
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Vegetable Bin 
$0.00 


A kitchen necessity. 
constructed with 
edges, this bin comes 
in gay colors to_har- 
monize with your kitchen 
decorating scheme. Sepa- 
rate compartments for 


Well 
rolled 


and 


Height 





Electric 
Waffle Iron 
$0.00 


A Waffle Iron of the bet- 
ter kind that is thor- 
oughly modern in every 











way. The highest qual- 
ity heating element (7?) 
inch grids with overflow 
groove, heat-proof ebon- 
ized handles, Chromium 
plated finish — non-tar- 
nishable—complete with 
cord and plug. 





(List Items 
With Prices) 


Cleaning Needs 


No matter what you need in the way 
of cleaning supplies, you’ll find them 
here and priced at about % what 
you are accustomed to pay. Now is 
the time to buy—during our big sale. 


(List 


Items 


With Prices) 


YOUR 


STORE 











FEBRUARY SALE OF 
HOUSEWARES 


Thrifty homemakers will buy and buy at our big February Sale 
Here you will be able to obtain the better kind 
of Housewares at about one-half the price you are accustomed to 
Many more await your selection. 
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00-Qt. Kettle 
$0.00 


A wonderful value — an 
00 qt. preserving kettle 
of our Best Brand Alumi- 
numware at this sensa- 
tionally low price. These 
kettles are guaranteed 
perfect in workmanship, 
and material and are 
bound to give long wear 
and satisfaction — ca- 
pacity 00 qts. 





Electric Iron 
$0.00 


rs real bargain at this 
price. This electric iron 
is equipped with the 
best of heating elements 
assuring long wear and 
even heat—bright, non- 
tarnishable, chromium- 
plated finish. Full 6 
Ib. iron complete with 
cord and plug. For 110 
and 120 volt current. 
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A Clearance Sale of 
Golf Supplies 


(Store name) is well known 
for their fine quality of golf 
supplies. We are offering our 
regular stock during this clear- 
ance sale at prices from % to 
% less. If you play golf you 
need good supplies—here’s your 
opportunity to buy them at 
prices you can afford. 


(List Items 
With Prices) 


YOUR STORE NAME 
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NAME 
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Old Fashioned Clearance 


An old fashioned clearance 
sale—we want to make a 
clean sweep of our stocks to 
get ready for inventory and 
our new spring merchandise. 
Prices have been slashed for 
quick clearance. Here are a 
few of the bargains! 


(List Items 
With Prices) 


YOUR STORE NAME 
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T may seem strange, but the __ plicity, easiest to trim. Follow- 
window displays that attract ing our lead of last week when 
the most favorable attention we presented a quartette of win- 

are those that are, by their sim- dows that were strikingly beauti- 






















Miake “Em Easy on the Eyes 





ful, largely because of their 
exquisite simplicity, we here 
show four more that will pull at- 
tention away from the best clut- 
tered up window 
ever conceived. 
There is little 
need of explanation, 
for these wirdows 
are easily readable 
in themselves. With 
the photos as a 
guide, you can pro- 
duce displays that 
are just as_ effec- 
tive. A few panels 
sampled up and you 
are ready to arrange 
the tool windows. 
The housewares 
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window at the 
bottom of page 
28 is constructed 
with the aid of 
some cartons, ar- 
ranged in semi- 
circle and covered 
with a material 
that is in harmony 
with the merchan- 
dise. You will 
have to decide 
this matter for 
yourself. If, for 
instance the mer- 
chandise is a light green in color, 
use a stronger shade of the same 
for the covering of the boxes. 
Your tickets should be white 
cardboard lettered in brilliant 
green of a darker shade than the 
merchandise. You will note here 
that this window, by actual 


count, makes a remarkable dis- 
play with a very reasonable 
quantity of goods. 

The kitchenette window at the 
top of page 29 will require a 
little care in the nicety of ar- 
rangement. But you have the 
photo to guide you, so you should 





















experience little or no difficulty. 

HarpwakE AcE will enable 
you to view the best windows 
showing your line of merchan- 


dise that are available. Make 
use of them. They will place 
your store out in front of the 
parade. 











WATCH FOR NEXT WEEK’S ARTICLE ON POST CARD ADVERTISING 


Read how to prepare compelling copy for direct-by-mail advertising, using government postal 
cards as your medium. For a postage stamp, Uncle Sam will carry your message right into 
the homes of your customers. 


The right copy does the rest. 








JANUARY 7, 1932 





29 








We 





——— 











ANN 
/ 








SAVE MONEY 









































19.3 2—DD 














isplay—Display 











ar 





























nN 








\ 
d 































































































OVEL ideas for the dis- 
N play of hardware items 

are now more important 
than ever. It is possible, how- 
ever, to make them so insistently 
blatant that they fail of their 
purpose. It is the plan of this 
series of window display sugges- 
tions to keep the original sug- 
gestions novel and attractive 
while creating a favorable im- 
pression upon the mind of the 
customer. 

Let us assume that you place 
the proper estimate upon the 
value of adequate light. No 
window, however well arranged 
and executed, will do its real 
work without proper lighting. It 
is like wearing a new suit with 
a pair of dilapidated shoes. 
Suppose, further, that you have 
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made the window glass as clean 
as it is humanly possible to make 
it, and we have the foundation 
for a successful window. Let 
these elementary beginnings be 
prominent in all our window 
plans for 1932. 

Having decided upon the mer- 
chandise that we are to show in 
our windows let us prepare some 
snappy window price tickets. On 
page 22 of this issue you will 
find a discussion of price tickets 
that should give you a better than 
ordinary aid to price ticket pro- 
duction. This subject is consid- 
ered in the light of what is being 
done successfully by the better 
merchandisers throughout the 
country. 

In the matter of displaying 
merchandise, much _§attractive- 
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NOW IS THE TIME TO 
REPLACE THOSE 
OLD-FASHIONED KNIVES 


> » THAT * 
WONT CUT BUTTER 
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ness may be added to such items 
as files, wrenches, bits, etc., if 
they are sampled up on bright 
colored cards or boards. Note 
in the tool window this plan is 
used. 

A chart is provided for the 
poster of the tool window, but 
the cutlery display will not need 
a chart. It is a sign writing job, 
and easy to produce. In both 
instances we recommend yellow 
orange for the part that shows 
black in our illustration. The 
lettering may be in a brilliant 
blue, which will be the comple- 
mentary color to the orange. 

When making the price 
tickets, it will be more satisfac- 
tory in results if you use white 
card and work out your lettering 
in two colors of yellow orange 


== 
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and brilliant blue in order to har- 
monize with the general scheme. 

Both of these windows permit 
additional merchandise to be in- 
cluded, as the arrangement here 
will carry out the plan, but do 
not overdo this concession. Also 
it will be well to place any addi- 
tional merchandise carefully so 
that the general arrangement will 
not be disturbed. 

When the window is ready to 
run the shade up, see that there 
are inside displays to tie in with 
the windows. Similar items 
should be included to carry the 
thought in the customer’s mind 
after he enters the store. Your 
advertising should also belong 
to the same selling effort. Win- 
dows, advertising and store dis- 
plays should be one related plan. 
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ERE is another article by 
request. They have asked 
me. to enumerate the 

qualities that star salesmen have 
used, citing instances where these 
qualities were advantageously 
employed. 

Its that little something extra 
that counts most in salesmanship. 
Just as “it” counts with actors. 
What is “it”? It is hard to chart 
or analyze “it.” Take two sales- 
men. They are both good men. 
Both know their lines well. Both 
have a pleasing personality. But 
one has just that something more. 
We may call it originality, or it 
may be initiative, or it may be an 
unusual charm of personality. 
However, it is much easier for 
me to cite cases where this un- 
usual quality of the star sales- 
man has been used, than to at- 
tempt to describe just what the 
quality is. 

There is a town in I]linois just 
two hours by train from St. 
Louis. A dealer in this town 
wrote in to a jobbing house in St. 
Louis that he was just about to 
enter the hardware business and 
wished to buy an opening stock 
of hardware. The President of 
this hardware jobbing house in 
St. Louis took this letter to a 
salesman who happened to be in 
the house. The salesman read 
the letter, and then took out his 
watch. It was just 5.30 p. m. 
There was a train leaving for 
this town at 6.00 p. m. The 
salesman was on that train when 
it left, with no baggage but his 
hardware catalog. The next 


morning, the president of this 
hardware jobbing house hap- 
pened to get down to the office 
at 8.00 a. m. There sat the 
salesman 


reading his mail. 
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“IT” in Selling 


By SAUNDERS NORVELL 


“Why,” said the president, “I 
thought you went to Xville last 
night to sell the opening stock.” 
“T did,” replied the salesman. 
“Here is the order all written 
up. It amounts to $5,000.” “But 
how did you get back here so 
early this morning?” inquired 
the president. “Easy enough,” 
replied the salesman. “When I 
arrived in the town at 8 p. m. last 
night, I had the hackman drive 
me right up to this man’s home. 
He had just finished supper and 
his wife was clearing the things 
off the dining room table. The 
merchant said he could not buy 
this opening stock of hardware 
because he was leaving for Chi- 
cago on the 5 o’clock train the 
next morning to buy his stoves 
and implements. “But,” I said to 
the merchant, “what do you pro- 
pose to do between now and five 
o’clock in the morning?” 

So this salesman persuaded 
this merchant to sit up all night, 
and he sold him the stock, writ- 
ing up the order on the red cov- 
ered dining room table under a 
hanging lamp. The merchant 
took his five o’clock train for 
Chicago, and the hardware sales- 
man took another five o’clock 
train to St. Louis. So he had 
an hour to eat breakfast be- 
fore going to the office. This in- 
cident actually happened. I am 
telling just the bare facts. The 
point is, this salesman when he 
arrived in St. Louis with the new 
stock order didn’t go home and 
go to bed to catch up on his lost 
sleep. Losing just one night’s 
sleep was nothing to this sales- 
man. Besides, he had had a two 
hours’ nap on the train coming 


back. 


- St. Louis. 






During the time of the great 
gold rush to the Yukon enormous 
orders for hardware were being 
placed. A letter came from a 
buyer in a Chicago hotel to a 
large hardware jobbing house in 


This letter had a list 
of the articles on which the buyer 
wished prices. The railway sup- 
ply man of this hardware house 
was just leaving that night to 
visit his customers in Chicago. 
The sales manager handed him 
this letter and said: “Look up 
this buye?.” Four days after- 
wards a telegram was received 
from this railway supply man, 
from Denver, Colo. The story 
is this: 

The salesman went to Chicago 
and found the buyer at the hotel, 
but the buyer was too busy to 
talktohim. He asked him to mail 
the prices on the list to San Fran- 
cisco, and rushed off, leaving the 
salesman standing in the Audi- 
torium Annex. What did our 
salesman do? Quit? Not much. 
He went to the ticket office in the 
Annex and found out that this 
buyer had reserved sleeping ac- 
commodations on a train leaving 
for the West that night. Our 
salesman reserved accommoda- 
tions in the same car. When 
the buyer came to the station to 
take the train at midnight, the 
salesman was waiting for him. 
“Where are you going?” in- 
quired the buyer. “I’m bound 
for Denver,” replied the sales- 
man. The next day the salesman 
had the buyer all to himself on 
the train. He sold him $20,000 
worth of hardware, made a good 
customer, and then got off at 
Denver and called on his rail- 
road customers there. 


xk * * x 
Another salesman had been 


brought up a good Presbyterian. 
He had attended Sunday School 


(Continued on page 48) 
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“oy 
should either 
meet the price or 
quit handling 
them,” said Van. 







Past 
yw i AN ih 8 
y (yy f \ 
Nan 
(iy 
Ves 












proprietor of the Marvin 

Hardware had just com- 
pleted his daily round of inspec- 
tion. He seemed _ unusually 
thoughtful as he pondered over 
the entries in his note book. 
“The boys are right,” he said to 
himself; “the stock is low and 
ragged. Those store meetings 
are certainly uncovering a lot of 
flaws.” 

“Did you speak to me?” May 
Garvin, the bookkeeper queried. 
Mr. Marvin smiled. “No,” he 
said, “I was merely thinking out 
loud.” “I’ve decided to let our 
scheduled program for the store 
meetings rest until we’ve had a 


I: was Friday, and the genial 
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chance to thresh out a few more 
of the general problems uncov- 
ered by Jim’s meeting.” 
“Good,” said May. “I know 
that will please the entire force.” 
“Better tell them to get their 
questions ready,” Mr. Marvin 
went on. “I want to keep up 
their interest. You might also 
tell them to come a little early 
tonight.” 

As a matter of fact it was Mr. 
Marvin himself who was last to 
arrive at the meeting that even- 
ing. He had been deeply en- 
grossed in studying a table of 
figures when his good wife called 
his attention to the time. “I al- 
most forgot it, dear,” he said, as 


Miarvin’s 
Store. 


Meetings 






Reported each week 
by 
LLEW 8S. SOULE 


he started hurriedly for the store. 
He wasted little time, however, in 
opening the session after he ar- 
rived. “Jim’s meeting was so 
interesting,” he said briskly, 
“that I decided to continue it to- 
night. I’m going to start by 
bringing up a matter that came 
to my mind today. It deals with 
the advertising matter we receive 
from our sources of supply. I 
had occasion to be in the back 
room this morning, and I was 
surprised at the amount of such 
material I found heaped up near 
the old stairway.” 

Charlie Hanson was on his 
feet instantly. “Mr. Marvin,” 
he said: “I’d like to ask you a 
Have you examined 


“Why no,” 


question. 
that material?” 
was the reply. “I only looked 
it over in a general way. Why 
do you ask?” “Because,” said 
Charlie impressively, “the bulk 
of that stuff is absolutely useless 
to us. There are several so- 
called window trims, too large to 
fit our needs. We feel that with 
four or five thousand items in 
stock the store can hardly afford 
to devote an entire window to a 
(Continued on page 49) 
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HE independent retail 
" taranar dealer, as such, 

exists only by will of the 
consuming public. Meanwhile 
the consuming public is gov- 
erned by no fixed rules or set of 
standards, so far as its buying is 
concerned. It reacts quickly 
and forcefully to conditions, 
styles or even fads. 

Only a short time ago the pub- 
lic spent its money freely and 
recklessly, seeking the utmost in 
quality, luxury, novelty and ser- 
vice regardless of price. Then 
almost overnight people tight- 
ened their purse strings and 
curbed their purchases. The re- 
tail hardware merchant who had 
geared his business to reckless 
spending, saw his sales shrink 
with a suddenness that amazed 
and bewildered him. 

Consumers became very dis- 
criminating, not only as to goods, 
but as to the stores which housed 
them. Dealers saw customers 
who had traded with them for 
years become almost strangers. 
They saw articles which had sold 
like the proverbial hot cakes, 
suddenly turn to shelf warmers. 
Naturally they sought the causes 
for the change. They soon found 
that their stores needed modern- 
izing in order to attract the new 
type of customer; that many of 
their methods and much of their 
merchandise was obsolete; that 
a great part of their stock was 
out of line with consumer re- 
quirements. They likewise dis- 
covered that people were no 
longer in a mood to search for 
goods hidden in boxes and under 
counters; that their policy was 
to select from goods well dis- 
played. 

Then began the slow process 
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A Case of Over Imitation 


by LLEW S. SOULE 


of adapting the retail hardware 
store to changed conditions. 
Quite naturally dealers were in- 
clined to follow the methods 
which seemed to be bringing suc- 
cess to their chain competitors— 
and so a new type of hardware 
store came into being. Merchan- 
dise was displayed temptingly on 
open top tables; high tiers of 
shelving and rolling ladders dis- 
appeared; the merchant aban- 
doned his policy of playing hide- 
and-seek with his wares; price 
tags came out into the open. It 
seemed that everything was 
working out toward both better 
business and better profits. 


All of these changes in the re- 
tail hardware store were funda- 


_ mentally sound, yet the reaction 


in some cases seems to have gone 
too far. With the open top table 
came a tendency to ape the chain 
system to extremes. Too many 
hardware dealers began to re- 
gard these tables merely as me- 
diums for the display of low 
priced, highly competitive items. 

Why this is so, is difficult to 
understand. The hardware re- 
tailer is a practical merchant, in- 
clined to be conservative rather 
than radical. In his table dis- 
plays, however, he seems in 
many cases to have gone beyond 
the logical limit. We have been 
in several such retail hardware 
stores, where sales of individual 
items have shown a heavy growth, 
but where profits have dropped. 
This condition is not to be 
blamed upon the modernization 
of the stores; it is solely the fault 
of the methods used in connec- 
tion with open display. Modern- 
ization has brought more people 
in, but sales concentration on 
cheap competitive merchandise, 








carrying a narrow margin, has 
defeated the profit aim. 

Undoubtedly the modern deal- 
er must carry some of the low 
priced items. However, it is not 
necessary for him to fill his dis- 
play tables with 10 cent mer- 
chandise. Stores of the Wool- 
worth type can make money on 
5 and 10 cent sales. The aver- 
age hardware man cannot. Cer- 
tainly he can make no profits 
when a large percentage of his 
sales are on such items. Under 
the most favorable conditions he 
cannot expect to draw into a 
hardware store, regularly, as 
many people as the 10 cent store 
does. Therefore he cannot get 
the necessary volume or turnover 
on 10-cent items. In addition 
his store and methods are not 
geared to 10 cent business. 

His policy must be to carry 
enough low priced items to create 
a proper price impression, but to 
sell items of higher unit value; 
items which require and justify 
sales effort. He must display 
quality items as well as low 
priced ones on his open tables. 
In short he must create a real 
hardware atmosphere rather than 
one of the racket store type. 

It is fallacy to imagine that the 
public has lost its desire for good 
merchandise. People still want 
the best they can buy for the 
money. They are attracted by 
price, but they are strongly in- 
fluenced by quality and wear. 
Other conditions being equal, 
they still prefer to buy good mer- 
chandise in surroundings which 
reflect value. The successful 
hardware store of the future will 
be modern, but it will be a mod- 
ern hardware store, not a glori- 
fied imitation of the “Five and 


Ten.” 


HARDWARE AGE 




















Executive 
Changes, Meet- 
ings, Current 
Events in the 
Trade 














News... WEEK 









News of 
Retailers 
Jobbers and 
Manufacturers 

















HARDWARE AGE FOR JANUARY 7, 1932 








TUTTLE BROS., INC., OF 
WESTFIELD, N. J., HAVE 
NO ENGLEWOOD UNIT 

J. C. Evans, secretary, Tuttle 
Bros., Inc., Westfield, N. J., an- 
nounces that his organization has 
no connection with any firm of 
similar name in_ Englewood, 
N. J., reported in receivership. 
The Westfield organization, which 
does a coal, masons’ materials, 
lumber, millwork and hardware 
business, also operates a retail 
hardware store in Cranford, 
N. J., but has no other branches. 





INDEPENDENT LOCK CO. 
TO BUY LOCKWOOD CO. 


It is reported that the Inde- 
pendent Lock Co., Fitchburg, 
Mass., will acquire the Lock- 
wood Mfg. Co., Norwalk, Conn. 
On Dec. 23 a dinner was held 
at the Hotel Mahackemo, Nor- 
walk, at which officials of both 
companies and foremen of the 
Lockwood plant were present. 
According to the report, the 
prospective purchasers of the 
Lockwood business outlined their 
plans, to be executed upon cul- 
mination of the transfer. Under 
the plan the Lockwood factory 
would be retained in Norwalk, 
and the trade name “Lockwood” 
would be continued. 





E. A. TISSOT RESIGNS AS 
UNDERHILL, CLINCH SEC. 


Emile A. Tissot, secretary, 
Underhill, Clinch & Co., whole- 
sale hardware, 84-86 White 


Street, New York City, resigned 
on Jan. 1, culminating a record 
of service of more than half a 
century with that company. Mr. 
Tissot became affiliated with the 
company on March 19, 1880, and 
since the beginning of his career 
has witnessed many changes in 
the accepted methods of dis- 
tributing hardware products and 
in general business procedure. 
When he first entered the em- 
ploy of the firm as an order 
clerk, telephones were not in 
general use in business offices 
and it was the custom for hard- 
ware merchants to _ personally 
visit wholesale establishments to 
select their merchandise and 
place orders. Charges were also 
made on every bill of goods for 
packaging or crating and cartage. 
Another practice of that period 
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was to sell strap and T hinges 
on a basis of weight. 

Mr. Tissot, who resides at 115 
Hillcrest Avenue, Manhasset, 
Long Island, intends to take a 
well deserved rest, but will de- 


vote a portion of his time to’ 


assisting his son-in-law, Malcom 
T. Payne, a real estate and insur- 
ance broker at 22-04 Thirty-first 
Street, Long Island City, N. Y. 





KLINEFELTER HARDWARE 
OPENS IN BREMERTON 


The Klinefelter hardware store, 
Burwell and Callow Streets, 
Bremerton, Wash., was opened 
recently by Charles Klinefelter. 
He had previously been employed 
by the Whiton Hardware Co., 
Seattle, Wash., having been on 
the road for that company in the 
Olympic peninsula district for 
several years. 


DOWNEY & HOWLAND 
STORE DAMAGED 


Fire caused damage to the 
hardware business of Downey & 
Howland, 109 Pleasant Street, 
Fall River, Mass., on Dec. 22. 





L. B. SMITH HARDWARE 
BOUGHT BY CAULK HDW. 


J. I. and L. A. Caulk have 
purchased the hardware stock 
and business of L. B. Smith, 
Campbellsville, Ky. The busi- 
ness will operate under the name 
of Caulk Hardware Co. 





LYONS HDW. FOLLOWS 
FIRE WITH BIG SALE 


When fire recently destroyed 
the store of Lyons Hardware Co., 
Galveston, Tex., following a 
natural gas explosion, a $70,000 
stock was ruined. The company 
had on a side track a carload of 
gas heaters and a carload of toys. 
Later two more carloads of heat- 
ers, making the total about 2200 
heaters, were sold. 

The Lyons company capital- 
ized on its loss and used it for 
an advertising medium by placing 
the stoves on sale at a liberal 
discount, making a gross profit 
of approximately 35 per cent. 
All the business was done on a 
cash basis and the entire stock 
was sold out. Later on the Lyons 
store will reopen in a new loca- 
tion. 





William A. Tobler Joins Remington 


Arms Co., Inc., as Vice-President 


William A. Tobler was elected 
a vice-president of the Reming- 
ton Arms Co., Inc., on Jan. 1. 
For the past seven years he has 
been an executive of the Win- 
chester Repeating Arms Co., 
Inc., New Haven, Conn. In the 
first two years he served as vice- 
president, the next two years as 
vice-president and general man- 


ager, and the last three years as | 


president and general manager. 
During the receivership of Win- 
chester, effective since January, 
1931, Mr. Tobler was co-receiver 


and operating head of the com.- | 


pany, terminating that connection 


when the sale of Winchester to | 
Western Cartridge Co. was com- | 


pleted two weeks ago. 


As president of Winchester, | 


Mr. Tobler guided that firm 
through the most trying and pre- 
carious years in its history. [n 
that capacity he simplified and 


strengthened the Winchester line | 


of guns in the interest of the 
company and its many wholesale 


| 





| 











WM. A. TOBLER 


As vice-president of Reming- 
Mr. Tobler will make his 
headquarters at the company’s 
Bridgeport, Conn., plant. A 
| great deal of his time will be 
spent on the road, where he will 
concentrate on developing jobber 
relations through personal con- 


ton, 





distributors. | tacts. 





COCHRAN, H. C. PAELTZ 
BUY PAELTZ HARDWARE 


Arthur Cochran, Lynchburg, 
Ohio, and Harold C. Paeltz, Rip- 
ley, Ohio, have purchased the 
Frank L. Paeltz hardware store 
at Russellville, Ohio, which’ will 
be known as the Paeltz Hard- 
ware Store. Frank L. Paeltz re- 
tired Jan. 1, after 26 years in 
business. 


MUSICAL FEATURES AT 
BOOSTERS PARTY 


More than 45 members and 
guests attended the annual 
Christmas party of the Hardware 
Boosters, held at the Hardware 
Club, New York City, on Dec. 
19. President Roy Schmidt, 
Stanley Works, New York office, 
welcomed the guests. The com- 
mittee in charge of the party 
was headed by Charles Pincus, 
Stanley Works, New York office. 
Following dinner musical selec- 
tions and group singing were di- 
rected by Thornton Webster, 32 
West Forty-second Street, New 


Webster were “Sonia,” accordion- 
ist; Lois Voneck, soprano; Craw- 
ford Adams, violinist, and Roy 
King, pianist. 

Christmas gifts were distributed 
following the musical program. 


BRANDT, SALES MGR., 
DAVID LUPTON’S SONS 
STORE EQUIPMENT DIV. 


Arthtur A, Brandt has recently 
been appointed sales manager of 
the store equipment division of 
David Lupton’s Sons Co., whose 
main offices and plant are in 
Philadelphia, Pa. Mr. Brandt 
brings a wealth of merchandis- 
ing experience to the organiza- 
tion, and is now planning an ag- 
gressive compaign with hard- 
ware retailers of the country. 

His experiences have brought 
him in close contact with the 
problems of many different types 
of retailers and department store 
work. A number of his ideas are 
now being incorporated in a new 
line of equipment which the Lup- 
ton company will shortly put on 





York City. Artists assisting Mr. 


the market. 



















Barker, Rose & Kimball and Treman, 


King Wholesale Departments Consolidated 


Treman, King & Co., Ithaca, 
N. Y., wholesale department, and 
the Barker, Rose & Kimball Co., 
Elmira, N. Y., were consolidated 


Jan. 2. The two companies have 
covered practically the same 
wholesale territory with similar 
lines of hardware. Under the 
merger plan, the business will be 
conducted by Barker, Rose & 
Kimball Co., in which Treman, 
King & Co. will have an interest. 
The latter firm will have a rep- 
resentation on the board of di- 
rectors of the Elmira company. 
Combined annual sales of the 
two companies are more than 
$2,000,000. 

For a time, shipments of mer- 
chandise to the trade will con- 
tinue to be made from the Ithaca 
warehouse, but eventually thie 
merchandise and business will be 
concentrated at the Elmira whole- 
sale warehouses, 511 Baldwin 
Street. A number of the travel- 
ing salesmen of the Ithaca house 
will be engaged by Barker, Rose 
& Kimball, as well as some of the 
office force from the Treman, 
King organization. 

Howard H. Kimball, vice-presi- 
dent and secretary, Barker, Rose 
& Kimball Co., who has been in 
active charge of the wholesale 
department, will continue in that 
capacity. S. Edward Rose is 
president and Charles G. Brand 
is treasurer. 

The merger of the wholesale 
business of the Ithaca organiza- 


tion with the business of the El- 
mira company does not include 
the retail department of the Tre- 
man, King company. 

Barker, Rose & Kimball, Inc., 
was founded in 1864 as Ayrault & 
Rose, partners being Miles 
Ayrault and Stephen Rose, 
father of the present president 
of the firm. Later the firm be- 
came Booth, Dounce, Rose & Co., 
with O. H. and W. J. Dounce, 
Frederick Barker, Irving D. Booth 
and Stephen Rose as members. 
In 1875 the firm became Barker, 
Dounce, Rose & Co., with Stephen 
Gray as a member of the firm, 
Mr. Ayrault and Mr. Booth hav- 
ing retired previous to the 
formation of the new firm. When 
the Dounces retired in 1888, the 
firm was known as Barker, Rose 
& Gray. Stephen Gray died in 
1896, and in 1898 Arthur Clinton 
purchased an interest, the firm 
then being incorporated as Bar- 
ker, Rose & Clinton Co, Mr. 
Barker and Mr. Rose died and 
then the present president took 
over his father’s interests. In 
1904 Chester R. Converse joined 
the firm, later transferring his 
interests to John and Charles G. 
Brand, the latter being the pres- 
ent treasurer, and Howard H. 
Kimball, now vice-president and 
secretary of the company. 

A few years ago the Barker, 
Rose & Kimball Company erected 
wholesale warehouses at the pres- 
ent location, adjoining its old 
warehouse location. 





R. C. HAGER WILL BE 
TRACY-WELLS 2d V. P. 


The Tracy-Wells‘Co., Colum- 
bus, Ohio, with a Cleveland 
branch under the name of the 
Arnold Wholesale Corporation, 
announces that effective Jan. 1, 
1932, R. C. Hager, who has been 
vice-president and general man- 
ager of the Arnold Wholesale 
Corporation, will be elected sec- 
ond vice-president of The Tracy- 
Wells Co. in charge of mer- 
chandising for both companies. 

While he will retain executive 
supervision as vice-president of 
the Arnold Wholesale Corpora- 
tion in Cleveland, F. S. Brad- 
ford, purchasing agent and a 
director of The Tracy-Wells Co., 
will be transferred to Cleveland 
as general manager of the 
Arnold Wholesale Corporation, 
thus permitting Mr. Hager to 
spend half of his time in Co- 
lumbus. 

The purpose of this change is 
to obtain: better results in the 
merchandising of special items 
of large sales volume, such as 
radio, washing machines, vacuum 
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cleaners, refrigerators and appli- 
ances of this nature. 





SIMMONS HARDWARE 
CLOSES MINNEAPOLIS 
AND SIOUX CITY HOUSES 


C. D. Smiley, Jr., president, 
Simmons Hardware Companies, 
St. Louis, Mo., announced that, 
on account of present economic 
conditions, it was found advisable 
to close the Minneapolis and 
Sioux City houses on Jan. 1, 
1932. The territory served by 
these two houses will be served 
from the St. Louis house. The 
company will retain a corps of 
salesmen in the fielc to visit the 
trade in this territory. 

The Minneapolis house was 
opened in 1905 as Hurty Sim- 
mons Hardware Company, later 
being changed to the Simmons 
Hardware Company, and was un- 
der the management of T. C. 
Dymond from 1908 until his res- 
ignation in 1922. From 1922 to 
1927 L. C. Leyder was manager, 
In 1927 G. Edw. Reinert, who 





has been with Simmons Hard- 


ware Company since 1901, suc- 
ceeded Mr. Leyder. 

The Sioux City house was 

opened in 1906 as the Dymond- 
Simmons Hardware Company, 
later being changed to the Sim- 
mons Hardware Company, and 
was under the management of 
Mr. Dymond until his resigna- 
tion in 1922. From 1922 to 1929 
E. F. Jordan was manager. In 
1929 Mr. Jordan retired from 
active management, at which 
time Allen E. Richardson, who 
has been with Simmons Hardware 
Company since 1900, was ap- 
pointed manager. 
. Both Mr. Reinert and Mr. 
Richardson will move to St. 
Louis, Mr. Reinert taking over 
his duties as buyer and Mr. Rich- 
ardson the sales management of 
the northwestern division. 





SLAYMAKER OBTAINS 
PATENT ON LAMINATED 
PADLOCK CONSTRUCTION 


The Slaymaker Lock Co., Lan- 
caster, Pa., has been granted 
patent No. 1837071 covering 
eight claims for laminated pad- 
lock construction. These pad- 
locks, Nos. 25 and 50, are dis- 
tributed through the trade by an 
affliated sales company, the 
General Lock Corp., also of Lan- 
caster, Pa, 

Among other important fea- 
tures of the patented construc- 
tion, is the double riveting of the 
laminated plates, there being two 
distinct sets of rivets, one set 
being concealed under the out- 
side plates and spaced in be- 
tween the outside rivets, greatly 
improving the strength of the 
locks. No. 25 padlock lists at 
25c., No. 50 at 50c. Widespread 
distribution has been obtained, 
the sales policy being to sell only 
through the wholesaler to inde- 
pendent retailers. 





OBITUARY 


GUSTAV VINTSCHGER 


Gustav Vintschger, 57, con- 
nected for many years with the 
importing firm of Markt & Co., 
193 West Street, New York City, 
died Christmas Day at his home 
in Jersey City after a brief ill- 
ness. He was a member of the 
Hardware Club of New York. 


ELWYN W. LOVEJOY 


Elwyn W. Lovejoy, 81, Lowell, 
Mass., machine knife manufac- 
turer, died Dec. 26, following a 
long illness, In addition to his 
connection with D. Lovejoy & 
Sons Co., he was interested in the 
Anderson Knife & Bar Co., An- 





derson, Ind. 











SHERWIN-WILLIAMS CO. 
PERSONNEL CHANGES 


L. F. Collister, general man- 
ager of trade sales for the Sher- 
win-Williams Co., Cleveland, 
Ohio, has announced the appoint- 
ment of three former salesmen to 
executive positions. William M. 
Stuart is now manager of the 
Chicago city sales division. He 
received his early experience as 
a retail store salesman and later 
did retail trade sales territorial 
work. For the past three years 
he has been in the executive 
sales department. Ralph Riker 
was appointed as sales manager 
of the executive trade sales de- 
partment and will assume respon- 
sibility for the development of 
the company’s brush business, 
trade sales varnishes, clear lac- 
quers, shellac and possibly other 
specialties. His early experience 
was with the company’s promo- 
tion department at Newark, from 
which he was advanced to man- 
ager of the department, later be- 
ing sent to a Connecticut terri- 
tory. From there he went to 
Albany, N. Y., as a sales man- 
ager. 

Carl M. Lewis was appointed 
as sales manager for the company 
in Albany. His first experience 
with the company was in the Al- 
bany retail store. Later he did 
territorial work for the division. 

Appointments announced by 
H. J. Hain, newly elected vice- 
president and managing director 
of auxiliaries, were: S. B. Cool- 
idge as manager of auxiliaries; 
Oliver Box, manager of personnel 
and welfare department; Emerson 
Brott as manager of the linseed 
oil department, and J. Snable as 
manager of the insurance depait- 
ment. Mr. Snable succeeds E. S. 
Millers, who is now in the de- 
partment of A. W. Steudel, as- 
sistant to President G. A. Martin. 


? 


CIRCO BUYS THRIFT PAK 
DIV., GUARANTEED PARTS 


The Circo Product Co., 10516 
Western Avenue, Cleveland, 
Ohio, has purchased the hard- 
ware better known as_ the 
“Thrift Pak” division of the 
Guaranteed Parts Co., New York 
City. The Circo organization 
will continue to manufacture the 
same products formerly sold by 
the Guaranteed Parts Co., in- 
cluding all popular sizes of cot- 
ter pins, cap screws, lock wash- 
ers, stove bolts and nuts, nickel 
plated machine screws and nuts, 
U. S. S. and S. A. E, and Castel- 
lated hexagon nuts and spacer 
washers, etc. 

Warehouse stocks will be es- 
tablished in all principal cities, 
according to the Circo organiza- 
tion. 
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Generar Marker News 


OF THE WEEK 








Demand Considered 
Fairly Satisfactory 


New York, Jan. 6.—The 
hardware trade, upon complet- 
ing inventories finds that actual 
figures confirm the earlier belief 
that both wholesale and retail 
stocks are at sub-normal levels. 
This is considered a healthy situ- 
ation, pointing to an active 
spring buying season. Current 
sales volume is about on a par 
with that of the corresponding 
period of 1931, when an allow- 
ance is made for the price reduc- 
tions which have become effective 
since that time. Orders being 
received by distributors and 
manufacturers from wholesalers 
and dealers are largely of the 
“fill-in” type, embracing a wide 
variety of assorted hardware 
items of staple and seasonal 
character. 


Early activity in the booking: 


of future orders for spring mer- 
chandise has been encouraging. 
Further improvement is expected 
as the buying season progresses. 
The spring months are usually 
the best months of the year for 
the hardware trade and prospects 
for the coming season are con- 
sidered fairly bright, with a pos- 
sibility that sales will reflect an 
increase over the previous spring 
period. 

Prices, with few exceptions, 
are firm and are showing very 
little fluctuation. Many excellent 
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values are being offered to 
tempt buyers and advances are 
becoming more numerous, while 
slight declines are being infre- 
quently announced. 

Collections are termed slow in 
some trade territories, although 
the credit situation in most of 
the leading markets is consid- 
ered as satisfactory as might be 
expected under present condi- 
tions. 





Purchasing Policies Outlined 
On Important Commodities 


The following suggestions as to a 
purchasing policy for important basic 
hardware commodities and related ma- 
terials are embraced in the current bul- 
letin of the Standard Statistics Co., 
New York, N. Y.: 

BURLAP—Although supplies may 
be maintained several months beyond 
current requirements, necessary buying 
to follow this program should be ac- 
complished only during weak markets. 

COPPER—Requirements for the first 
quarter of 1932 should be covered and 
further buying carried out upon any 
recessions. 

COTTON—Consumers who have fol- 
lowed previous advices already have 
four to five months requirements on 
hand; further protection at this time 
does not seem justified. 

JUTE—Current prices dictate a pol- 
icy of protecting needs three or four 
months in advance during periods of 
market weakness, but following up ad- 
vancing prices to complete such a pro- 
gram is not advised. 

LEAD—Present commitments should 
be gradually extended beyond first 
quarter needs, 

LINSEED OIL—Protection of needs 
up to March is warranted during weak 


markets, but extension of commitments 
beyond that date should be delayed, 
unless a sharp price break is witnessed. 

LUBRICATING OIL—There seems 
little occasion for extending commit- 
ments beyond the satisfaction of near 
term requirements. 

PIG IRON—Only immediate require- 
ments should be satisfied at this time. 

RUBBER—Recurring periods of 
price weakness should be utilized to 
secure coverage through the first 
quarter of 1932. 

SHELLAC—There is little incentive, 
at this time, to extend commitments 
beyond known requirements for the 
next two or three months. 

STEEL—Only immediate require- 
ments for most steel products should 
be satisfied at this time. 

TIN—The gradual covering of re- 
quirements for the next six months is 
advised. 

TURPENTINE — Consumers who 
have not already protected needs up 
to next season are advised to complete 
such a program. 

ZINC—Present commitments should 
be confined to the satisfaction of known 
requirements for the initial quarter 


of 1932. 





Makers of -Le Page’s Glue 
Make Special Dealer Offer 


The Russia Cement Co., Gloucester, 
Mass., manufacturers of Le Page’s 
liquid glue, has announced a special 
dealer offer on an assortment of their 
product in bottles and tubes. 

With a combination of one dozen 
tubes and a dozen bottles, four tubes 
are included without charge. The 
assortment costs the dealer $3.20 and 
has a retail value of $5.60. Packages 
have been newly designed to increase 
the consumer appeal of the article. 
Attractive new displays are available 
and the product itself has been further 
improved. 
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Basic Business Indieators for Week Ended Dee. 26 


As Charted in the Survey of Current Business and Compiled 
by the United States Department of Commerce 


Weekly Average 1923-1925, Inclusive=100 


Several encouraging signs appear among the charts for the twenty-one basic business indicators as published below and computed 

for the week ended Dec. 26. A declining trend is noted in the number of business failures, while upward trends are reflected in 

Detroit factory employment, call money rates, bond prices and. money in circulation. Of the remaining indicators, eleven are 

downward, while six are practically unchanged. It will be noted that many indices are at their low point for the year and that 
some are continuing to reflect a steadily declining tendency. 
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- PITTSBURGH 


(Pittsburgh office of HARDWARE AGE) 
PittsBuRGH, Jan. 5. 


HE last week of the year was 
| naturally a very quiet one, with 
jobbers’ sales representatives off 
the road and retailers generally taking 
inventories. December sales compared 
favorably with last year from the 
standpoint of number of orders placed, 
but dollar volume declined approxi- 
mately 10 per cent. A feature of the 
month’s business was, of course, the 
heavy sales of high-powered guns and 
ammunition for the deer hunting sea- 
son, and an unusually satisfactory 
movement of electrical appliances was 
reported by nearly all retailers. 


PRICE SITUATION 


Price changes during the week were 
of little importance, as most of the 
announcements are being deferred un- 


CHICAG 


(Chicago office of HARDWARE AGE) 
Cuicaco, Jan. 5. 


NDUSTRY’S mental outlook upon 
I the unexplored pages of 1932 is 

generally hopeful. There exists, 
in spots, the frame of mind which has 
surrendered all hope and ‘all initiative, 
but fortunately the fighting spirit is 
far more widely prevalent. No one can 
deny that the base from which the new 
year’s business is started is so low 
that even a poor 1932 can show a dis- 
tinct improvement. Most firms have 
gone so far in their necessary adjust- 
ments of expense, personnel and in- 
ventory that the bedrock seems to have 
been reached, and bedrock has always 
been the one sure foundation for build- 
ing. In places where belated “dig- 
ging” remains to be done, it is better 
to dig promptly than to suffer con- 
tinuing instability or complete washout. 


STEEL AND METAL MARKET 


The steel outlook is unchanged, with 
mills running at about 25 per cent of 
capacity, and prices still unsettled, 
though so low as to preclude fear of 
important declines. Nails, wire, fenc- 
ing and general hardware wire prod- 
ucts are very steady, while bars, sheets 
and structurals are weak. A _ reason 
for the firmness of nails and merchant 
wire is that they have for a long time 
been priced without adding full costs 
of drawing, forming and packing— 
just to keep up the tonnage and hold 
down the overheads of the rod and 
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til January. Jobbers are already re- 
ceiving new schedules from manufac- 
turers and will pass along the changes 
to their trade in the near future. In- 
creased freight rates, effective Sanuary 
4, have influenced some prices, but 
most of these have been announced 
heretofore. 


STEEL INDUSTRY 


Industrial conditions in the Pitts- 
burgh district last week were about 
the same as in the previous week, with 
the greater part of the steel industry 
idle. Pig iron and steel ingot produc- 
tion dropped to the lowest levels in the 
memory of most of those now identified 
with the industry, but activity has now 
been resumed in most of the blast fur- 
nace and open-hearth plants. The cur- 
rent week will average about 25 per 
cent of capacity on steel ingots, which 





wire mills. With the railroad world 
still rather sick, the early hopes of the 
steel industry rest upon increased auto- 
mobile activity. 

Prices on copper have responded to 
the agreement arrived at among the 
world producers, curtailing production 
and coordinating their marketing plans. 
It will take a long time, perhaps two 
years or more, to work off oversupplies 
of copper already mined, but closer co- 
operation is tackling this big task with 
real promise of its accomplishment. 
Electrolytic copper at eastern basing 
points has been holding at $7.25 as 
against the year’s low (and the all- 
time low) of $6.25 per 100 lb. late in 
November. 

Tin has recovered somewhat from 
its bottom of $20.60 per cwt. and 
ended the year close to $22. Lead and 
zinc production and sales are dragging 
bottom, with the prices (western basis) 
still practically at their all-time low 
marks of $3.521% per cwt. for lead and 
$3.1214 per cwt. for zine. 


FEDERAL RESERVE FIGURES 


Wholesalers in the Chicago area 
during late December received a large 
number of rush orders for inexpensive 
holiday goods, and it was apparent that 
mid-western retailers as a whole had 
underestimated both the volume and 
the character of their holiday trade. 
The Federal Reserve Bank of Chicago 
reports the declines shown during last 
month in wholesale trade were about 


December Sales Made Good Showing ; 


Few Price Changes Being Announced 


is only slightly under the rate prevail- 
ing in the first half of December. Fin- 
ished steel releases have also improved, 
with shipments showing a marked gain 
immediately after the turn of the year. 
Some material was moved to offset 
freight rate advances, but in most cases 
consumers merely wish to build up de- 
pleted inventories. 


COAL MINING 


The coal industry is generally dor- 
mant, although colder weather has 
stimulated sales slightly. Glass pro- 
duction also continues at a low level, 
but has gained slightly in the last few 
days. 

COLLECTIONS 


It is too early as yet to ascertain the 
effect of year-end settlements on the 
credit situation, but it is hoped that 
the situation will be a little easier. 


Fighting Spirit Permeates Trade; 
Several Price Revisions Effective 


average for the period. Hardware sales 
declined 18 per cent; grocery, 11 per 
cent; drygoods, 12 per cent; drugs, 11 
per cent; shoes, 20 per cent, and elec- 
trical supplies, 8 per cent from the 
preceding month. 


PRICE AND NEWS NOTES 


Manufacturers have announced a re- 
duction on sisal rope of one cent per 
pound, effective January 1, and for 
the succeeding three months—manila 
rope remaining unchanged. No. 1 (the 
best) manila rope is at 161% cents 
hase, Chicago, and the best sisal is 
now at 1114 cents, base, for the larger 
orders. Demand for the higher quali- 
ties has been helped, and for the 
cheaper prison-made or import grades 
diminished, by the favorable’costs now 
ruling on the former. 

The price of white lead has been re~ 
duced from $13.25 per 100 Ib. kit to 
$12, the lowest price on white lead 
since 1917. Stock in jobbers’ and 
dealers’ hands are considered very low, 
and the lowered price, which is guar- 
anteed against further early decline, 
is expected to stimulate the spring 
demand. 

Denatured alcohol has taken a heavy 
advance, effective at once for first quar- 
ter contracts, amounting to 14 cents 
per gallon in single drum lots. The 
lowest new price at which: it will be 
offered to the trade is 8 cents per gal- 
lon above recently ruling quotations, 
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and that is available only to twenty 
drum buyers. 

Manufacturers of rim lock sets have 
advanced their prices 50 cents per 
dozen sets on all styles, complete with 
knobs. The prices quoted on these sets 
during 1931 have been so low that 
every manufacturer is claimed to have 
lost money. ‘The present advance has 
been put into effect to enable break- 
ing even on costs. 

One of the few manufactured steel 
lines to show a sales gain for 1931 has 
been galvanized tubs and pails. The 
average monthly output for ten months 
this year is about 2 per cent ahead of 
the relative figures for 1930. 

Recent figures issued by the Bureau 


KANSAS CITY 


(Kansas City office of HARDWARE AGE) 
Kansas City, Jan. 5. 


ITH prices having been cut 
to the bone, dealers of the 
Kansas City vicinity have en- 


joyed a good increase on several items 
for the year. In a number of cases 
Christmas sales have exceeded those of 
last year. While the returns have not 
been as large as formerly, due to price 
slashes, the turnover has been note- 
worthy. 


SOME SALES GAINS 


Wheel goods have shown the largest 
increase of the year in the opinion of 
one large retailer here. He reports an 
increase of 30 per cent in wheel goods 
over last year. The rush on such items 
has been considerable of late, since 
there has been practically no snow. 
The buyers have chosen bicycles, 
wagons, etc., in place of sleds. How- 
ever, in spite of the lack of snow, re- 
ports have it that sleds sold above ex- 
pectations before Christmas, though 
the movement in them was not heavy. 


BOSTON 


(Boston office of HARDWARE AGE) 
Boston, Jan. 5. 


f WHE stage is all set for the new 
year, and the hardware trade in 
general is confident. Wholesale 

houses have taken stock, but have not 

completed the final details of inven- 
tory. Many of the largest retail deal- 
ers are in the same position. The fact 
that most hardware interests have been 
engaged with inventories does not mean 
that business has been at a standstill. 
A sizable number of orders were re- 
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of the Census, comparing electrical ap- 
pliance sales for the second and the 
third quarters of 1931, show sharp 
drops in the sales of the larger value 
items, including vacuum cleaners, elec- 
tric clocks, washing machines and re- 
frigerators—some of these largely sea- 
sonal changes. Gains are shown in 
general on room heaters, heating pads, 
stove grills, electric irons and waffle 
irons, but a decrease in toaster sales. 
Chicago jobbers report that the out- 
standing seller in the electrical line 
during the recent holiday season was 
mixers, on which sales surpassed all 
expectations, and_ several factories 
worked day and night. Mixers are ex- 
pected to continue selling freely. 





Prices on all wheel goods and sleds are 
lower than ever before. 


SKATES ACTIVE 


The largest increase noted on any 
single item has been on ice skates, ac- 
cording to some retailers. One mer- 
chant reports that his turnover in 
skates this year was double his last 
year’s business. This has been due 
largely to increased interest in the 
sport of ice skating in Kansas in the 
past year. The skates sold have been 
mostly of the better quality. Roller 
skates have held up well, too. 


STOCKS ARE LOW 


Retail stocks are low except in some 
cases where dealers took on too much 
merchandise before Christmas. Job- 
bers look at the situation as being fa- 
vorable for future trade, because when 
the time comes for the resumption of 
normal buying there will be no large 
inventories to choke up the process. 
At present the procedure of the aver- 
age dealer is something like this: he 





ceived by mail and telephone the past 
week by wholesale houses, these em- 
bracing seasonable goods and standard 
lines of merchandise. Air moisteners, 
andirons, blankets, ice creepers, wood 
saws, automobile tire chains and anti- 
freezing liquids, wood screws, nails and 
stove and furnace accessories are 
among the items sold. 


SPRING GOODS DRIVE 


Wholesale house representatives are 
now giving the bulk of selling attention 


Leading mail-order sellers have 
made reductions ranging from 5 per 
cent to 10 per cent on their entire 
“first” line of passenger-car tires and 
inner tubes, effective December 26. The 
mid-winter “sale” pamphlets of the 
two leading catalog houses carry a 
number of rather extreme markdowns 
on staple hardware lines, and will re- 
quire the careful study of all branches 
of the trade. The manufacturers, in 
particular, who have supplied some of 
this low cost merchandise will be called 
upon now to mark down prices to gen- 
eral wholesale and retail buyers ac- 
cordingly, and will find they have 
dealt another blow to some already 
sadly underpriced industries. 


Year’s Sales on Some Lines Increase; 
Slow Sellers Being Weeded Out 


has an odd number of slow-selling 
items in stock—he sells it, but decides 
not to reorder, but to invest the money 
in goods enjoying more rapid turn- 
over. In this way he weeds out slow 
goods and attempts to stock that mer- 
chandise which is in constant demand. 


LULL EXPECTED 


The usual slump after the holidays 
is to be expected, but probably the 
greatest factor in sluggish business at 
present is the open weather which has 
characterized Kansas City so far this 
winter. It is a question whether mild 
weather is a help to the unemployed 
or not. In all likelihood, if this terri- 
tory were to be visited by a heavy 
snow and a brisk cold snap, trade 
would pick up. 


CREDIT SITUATION 


No immediate credit changes are in 
sight. The tendency among dealers is 
to buckle down and do their best un- 
der the advantage given them by job- 
bers in the form of better terms. 


Stage Is All Set for the New Year; 
Trade Is Confident Over Prospects 


to spring goods such as garden bar- 
rows; garden sets; garden and gravel 
rakes; cultivators; field, cattle, lawn 
and poultry fencing, as well as posts 
and accessories; pruning shears and 
saws; rubber hose, lawn mowers, 
sprinklers, couplings, rollers, reels, 
hooks and other lawn accessories; in- 
secticides; builders’ hardware; roofing 
materials; chimney and flue cleaners. 
In heavier lines they will solicit orders 
for picks and mattocks. 
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RETAILERS CAUTIOUS 


Most retailers have a cautious atti- 
tude. They feel there are many things 
in the making that may have a decided 
influence on business in general, and 
for that reason it is best to go slow 
in the matter of purchases for a time, 
at least. On the other hand, it is real- 
ized that goods must be kept in stock 
if one is to continue in business. The 
closing of additional New England 
banking institutions has further com- 
plicated matters because just so much 
more credit has been frozen. The un- 
easiness among bank depositors is 
somewhat modified, however, and the 


SAN FRANCISCO 


{San Francisco Office of HaRDWARE AGB) 
San Francisco, Jan. 5. 


HE hand-to-mouth buying policy 
| that has been so extensively fol- 
lowed during recent months 
showed a favorable side in that the 
Christmas buying from the retailer 
continued right into Christmas week, 
according to San Francisco hardware 
wholesalers. Houseware items suitable 
for gifts were in the greatest demand 
in the San Francisco market. This 
helped to make up to some extent for 
the demoralized condition of the tool 
and builders’ hardware business. 


HOLIDAY TRADE 


One hardware wholesaler reports 
that electric food mixers, retailing at 
around $25, sold in large volume, and 
points out that this is proof that busi- 
ness may be had, despite conditions, by 
the firms astute enough to learn what 
is in popular demand and supply it. 
Electric appliances sold well, as did 
crockery and glassware. One jobber 
stated that this business continued to 
come in right up until two or three 
days before Christmas Day, since the 
public had held off buying and the 


NEW YORK 


New York, Jan. 5. 

S is usual following the holiday 
A and inventory periods, current 
sales of local wholesalers are 
reflecting seasonal declines. For the 
most part, the temporary slackening of 
activity has been somewhat more pro- 
nounced than was the case during the 
corresponding period of 1931. It is 
the consensus of jobber opinion that 
business will not show marked improve- 
ment until an active demand material- 
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feeling persists that New England is 
now over the worst in its banking 
situation. 


NO PRICE CHANGES 


No price changes were reported the 
past week, wholesale houses being too 
busy with inventories to attend to such 
matters. It is intimated, however, that 
new and lower prices will soon be an- 
nounced on automobile tires and tubes, 
and that some reductions will also be 
announced on other lines. It is also 
considered probable that certain price 
advances may be expected before the 
close of January. 





retailers had skeleton stocks which 
placed an unusual demand upon the 
wholesaler at the eleventh hour. 


BUILDERS’ HARDWARE, ETC. 

Activity in tools and builders’ hard- 
ware remains quiet. Building in the 
territory is usually at a low ebb at this 
season and is particularly so this year. 


WEATHER AIDS SALES 


The arrival of a great deal of rainy 
weather, together with lowered tem- 
peratures has, however, stimulated sales 
in stoves, stove pipe, fireplace acces- 
sories and heaters. 


PRICE CHANGES 


A 10 per cent advance on iron wood 
screws and a small advance on brass 
wood screws has been announced. 
There is also a small advance reported 
on stove bolts, estimated at approxi- 
mately 5 per cent, which will go into 
effect in the near future. Butts and 
hinges have also advanced 5 per cent 
due to increased freight rates. 


SENTIMENT IMPROVES 
While the hardware business is quiet, 
there is a considerably better tone and 





izes for spring lines. They declare 
that the bulk of the business which was 
expected in winter merchandise has al- 
ready been handled and that any ap- 
preciable gains in sales will most likely 
occur when the spring buying season 
opens. March, April and May are 
three of the best sales months of the 
year with the majority of Metropolitan 
hardware jobbers and they are mark- 
ing time while awaiting a turn for 
the better. In the meantime, a mod- 


TRADE CONDITIONS 


General trade conditions, if any- 
thing, are a little better than they were 
a month ago, if consideration of the 
fact that it is the inventory. period is 
granted. Naturally many plants were 
closed from just before Christmas un- 
til after January 1 for inventory and 
plant adjustments. Now that the 
wheels of industry have resumed their 
hum, it is found that there are more 
people employed than a month ago. 
Further, it seems to be general opin- 
ion that further gains in employment 
will be recorded during the first quar- 
ter of this year. 


Trade Sentiment Improves; 
Rain Stimulates 


Sales 


spirit among the wholesalers. They 
expect business to continue quiet 
through the rest of the winter but look 
for a definite pick-up in the spring 
about April. All express the opinion 
that the bottom has been reached and 
that the next move of consequence will 
have to be upward. 


CANNING INDUSTRY 


As an example of general business 
conditions here may be cited the can- 
ning industry, which is of large im- 
portance in this territory, the California 
Packing Corporation reporting that 
total sales billings to Dec. 14, 1931, 
was $37,108,707.09, which compares 
with $43,189,392.15 for the same period 
in 1930. The large carry-over from 
last year was moved with some profit. 
While the 1931 pack generally was 
restricted, being approximately 60 per 
cent of the preceding year, heads of 
the industry state that somewhat lower 
costs, retrenchments in general, and 
factory overhead would enable this 
pack to be moved with some margin 
of profit, despite lower selling prices. 


Current Sales Reflect Seasonal Decline; 
Inventories Reveal Stocks at Low Levels 


e1ate volume fill-in orders; plans for 
sales campaigns on spring lines; the 
extension of inventories, and prepara- 
tions for serving their customers more 
efficiently and economically in 1932, 
are keeping wholesale staffs well oc- 
cupied. 


STOCKS VERY LIGHT 


Wholesale inventories have revealed 
stocks in liquid condition at subnormal- 
ly low levels. Jobbers stocks, it is be- 
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lieved from the information available 
on the subject, are averaging about 20 
per cent smaller than at a year ago, 
and probably a third smaller than in 
the peak. period. Jobbers have been 
careful, however, not to carry the stock 
reducing policy to the extreme and 
- adequate supplies are being carried to 
satisfy the prevailing demand. It would 
appear that retail stocks have been re- 
duced to about the same degree, but 
it does not appear likely that they are 
as complete and well balanced as 
wholesale stocks. There are exceptions 
to both cases, of course, but firms hav- 
ing the wanted goods on hand enjoy a 
distinct advantage over competitors 
attempting to operate with badly bro- 
ken and depleted stocks. 


DECEMBER TRADE 


Both wholesale and retail trade in 
New York tapered off noticeably in 
December from the volume reported 
for the same month of 1930, according 
to the monthly review of the Federal 
Reserve Bank of New York. The 


largest percentage decline was for 


TWIN CITIES 


(Minneapolis office of HARDWARE AGE) 
MINNEAPOLIS, Jan. 5. 
N the territory tributary to the Twin 
I Cities the year finished with a 
rush, as much of the holiday buy- 
ing had been deferred until the last two 
weeks. Stores in all lines were fairly 
busy with the trade during that time, 
and, while it is still too early to deter- 
mine the results of the year, it is felt 
that the trade during the holiday sea- 
son compared very favorably with that 
of a year ago. 


STOCKS ARE CLEAN 


Holiday trade cleaned up stocks in 
a manner that should mean additional 
orders for jobbers from this territory. 


CLEVELAND 


(Cleveland Office of HARDWARE AGE) 
CLEVELAND, Jan. 5. 

ARDWARE business the past 
H week was confined to mail 
orders, as leading jobbing 

houses were holding their annual meet- 
ings with salesmen, all of whom were 
off the road. Consequently, business 
was very slack. Salesmen were back 
on their routes yesterday and jobbers 
will have some. inkling- by the end of 
this week about the volume of business 
this month. Retailers are in the midst 
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wholesale trade, the next largest for 
department store volume and_ the 
smallest decline for chain store sales. 
The review points out that the declines 
can be largely attributed to price re- 
ductions rather than to a falling off 
in physical volume. 


PAINTING MATERIALS 


Several price changes have recently 
become effective of naval stores, white 
lead and other important paint mate- 
rials, while the demand for interior 
enamels and varnishes has recently 
shown improvement. Quotations on 
white lead were reduced by leading 
manufacturers on Dec. 28. Price guar- 
antees were issued at the same time to 
protect dealers and wholesalers against 
losses prior to June 30, 1932. The new 
prices are computed on a basis of $12 
per 100 lb. keg for white lead in oil. 
The following prices are being current- 
ly quoted on linseed oil: carlots, 6.9c. 
per pound; tank cars, 6.3c.; ware- 
houses, 7.3c.; one to five barrels, 7.7c.; 
two tank wagons, 6.5c. Turpentine is 
showing a firmer tendency with present 





for staple lines as well as for sports 
items. Electrical merchandise con- 
tinues to show activity, and there is a 
probability of a fairly good volume of 
re-orders in this line for the remaining 
portion of the winter months. Stocks 
in all lines of hardware are probably 
cleaner than for some years past, as 
dealers have held their buying down 
to a minimum for many months. The 
stage seems to be set for a resumption 
of buying, from the consumer through 
to the factories. 


TRADE ATTITUDE 


‘ 
The general attitude toward condi- 
tions here seems to be one of optimism, 
based on the inherent soundness of 





of inventories and when these are over 
many doubtless will find that many 
items in their stocks need replacements. 


IMPROVEMENT EXPECTED 


Retailers’ stocks generally are very 
low. Large jobbers are carrying suff- 
cient stocks to take care of the needs 
of the trade, but this apparently is not 
true of some of the smaller jobbing 
houses. While there is not much 
optimism in the hardware trade at 
present there is a general feeling 


prices as follows: carlots, ex-dock, 
3914c. per gallon; ten-barrel lots, ex- 
dock, 4134c.; less than five barrels, 
f.o.b. 4444c. Steam distilled wood tur- 
pentine, delivered New York, 44c. per 
gallon. Producers of denatured alcohol 
have recently announced sharp ad- 
vances ranging from 6c. to 8c. on gal- 
lon cans and averaging about 2c. per 
gallon in drums. 


PRICE REVISIONS 


Few price changes of importance 
have become effective during the past 
week. Leading manufacturers of rope 
in announcing prices for the first quar- 
ter of the year have reduced the price 
of sisal rope lc. per pound. Makers 
of pottery door knobs, and rim locks 
equipped with knobs of this type, have 
announced advances of about 10 per 
cent. A firmer trend has been noted 
in the discounts applying to machine 
and carriage bolts. A new price list 
recently issued applying to Millers 
Falls and Goodell Pratt tools shows 
reductions ranging from 5 to 10 per 
cent on breast drills, braces, etc. 


Holiday Sales Considered Satisfactory— 
Sentiment of Trade Is Optimistic 


this part of the country. The new year 
should see general conditions showing 
a steady improvement as the year ad- 
vances. Many firms in the manufac- 
turing industry are planning on re- 
sumption of more extensive schedules, 
adding more employees, and operating 
on longer time bases. Building activ- 
ity will follow, and with the compara- 
tively open winter, this should start 
earlier than the usual time. 

Collections have continued in the 
slow class, but with the time of mar- 
keting hold~over stock and grain, this 
part of business operations probably 
will show improvement during the next 
few months. 


Usual Lull in Demand Noted— 
Conditions Better in Rural Districts 


among jobbers that the worst is over 
and that there will be some improve- 
ment in business in the next few weeks 
although not a great deal of activity 
is looked for until retailers begin to 
buy stocks of spring merchandise. 

Jobbers are finding conditions better 
in the country districts than in the 
larger industrial centers where the un- 
employment situation is still a serious 
problem and incomes have been: cur- 
tailed. 
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Remington Plans Selling Talks with 


Hardware Merchants and their Salesmen 


If all the people who sell Remington arms, 
ammunition and cutlery over the counter knew 
as much about them as we do, we'd sell a lot 
more. What is more to your interest, if you 
and your salesmen knew more about our products 
you would increase your profits. 


Now it’s clear that you can’t know as much 
about our products as we do without giving up 
your business and joining ours. But it is also 
true that you could easily and profitably know 
more about Remington goods than you do now, 
if the right kind of information were put before 
you in the right way. 

This year I’m going to try to give you a lot 
of this information in these weekly letters. I’m 
not going to give you detailed lists of selling- 
points for individual items in the line. | don’t 
expect a busy merchant and his salesmen to 
follow a long, difficult correspondence course 


devoted to Remington products when they have 
so many other things to sell. 

We all know, however, that any interesting 
bit of information that is passed along to the 
customer about the goods helps make the sale. 
and raises the salesman in the customer’s estima- 
tion. The more your customers think you know, 
the more confidence they'll have in you. 

I intend to give you information that is easy 
and profitable to remember. 

Please follow these letters closely and see 
that they are read by all salesmen who handle 
our goods. After you have read a few of them, 
let me know whether | am giving you what you 
want in the way you want it. Suggestions from 
you about the subjects you would like to see 
discussed will be greatly appreciated. 


President 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 4-2300 


Manufacturers of Arms, Ammunition and Cutlery 


© 1932 R. A. Co. 









The Greatest Value Ever Offered—The Remington Standard American Dollar Pocket Knife 
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A cutlery window of a high order by Morehouse & Wells, Decatur, IIl. 


Observations of Cutlery Salesmen 


vited to contribute their observations and ex- 

periences in the preparation of this story. 
They were asked to consider some of their best and 
worst customers and to draw from the methods of 
these dealers any points which would be helpful to 
our readers. 


| YOUR successful cutlery salesmen were in- 


these particular items succeeded in his affection sim- 
ilar goods which were anywhere from 60 to 80 per 
cent cheaper. His best customers are those who are 
as keen for new and better merchandise as he is. He 
says dealers who push new items, keep their stock 
fresh, clean and attractive enjoy better sales all 
through the cutlery 
department. That 





George, who 
travels almost all 
of the western 
hemisphere, is 
strong for con- 
stantly featuring 
new merchandise, 
with a preference 
for the better 
grades. To wit, in 
recent years he has 
been _ successively 
excited about a 
$1.25 paring knife, 
$1 can opener, $5 
can opener, $1.50 
bottle opener, 








INSPECT OUR LINE OF 
PEN ano POCKET KNIVES 


the window and in- 
terior displays of 
such stores impress 
consumers by fre- 
quent presentation 
of new goods and 
make themselves 
natural headquar- 
ters for all kinds 
of cutlery and re- 
lated lines. The last 
brings up another 
interesting point. 
George doesn’t sell 
clocks, fountain 
pen and pencil sets, 
manicure sets, ther- 








$2.50 corkscrew 
and a very expen- 
sive kitchen cutlery 
outfit. In each case 
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Here’s a stunt to help push a special line of knives. 
cardboard; the body of the knife an integral part of the board and the 
blade cut separately and “hinged” on to the knife. 
be cut out, and a colored background (indicated in black) placed rear. 


mometers, weather- 
vanes, barometers, 


and such miscella- 
(Continued on page 47) 


It can be cut from 


The circle should 
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Are You Ready for 193 2) 


should get together. 


profit or we don’t want you to have it. 


formation immediately. 








2) 
CAT 


Business 


Asx yourself this question...‘‘Have I made the greatest pos- 
sible profit from my cutlery department?” 


? 


If your answer is ‘‘yes” you won't need us. But if it is ‘‘no”’ we 


Look ahead into this new year. Specifically, what can you do to 
increase your cutlery profits? You have displayed prominently 
your cutlery during this past holiday season. Your customers saw 
the cutlery and asked questions. Many of them you sold. 

Why not, in 1932, have a permanent cutlery display?’A display 
that will make your customers interested in your cutlery whether 
it be Blue Monday in January or Lucky Friday in August. 


Let’s get together for 1932. We deal direct with you, study your 
individual needs and help you develop a profitable sales volume. 


Our “PROEFIT-BUILDING SALES PLAN” must make you a 


You can’t scratch for business this year, you’ve got to dig for it. 
Send us the coupon now! We'll send you complete, specific in- 


TARAUGUS CUTLERY COMPANY 


LITTLE VALLEY, N. Y., U.S. A. 

















JANUARY 7, 1932 


coccceee (Vi W7L THIS CC, QUDOM eeeceeeecccece 


Mail this Coupon 


“CATTARAUGUS CUTLERY CO. 


Little Valley, N. Y., U.S. A. 
Gentlemen: 

Please send me complete informa- 
tion on your “PROFIT-BUILDING 
SALES PLAN” and details of your 
Display Cases. 























Non-Pinching 
Handles 
Chrome 


Finish 








Out-cuts all others! 


Backed by a Complete Merchandising Plan 


NATIONAL CONSUMER ADVERTISING. DISPLAY CARD 
FOLDERS 


Order from Your Jobber or pret opr ng ag Easily cuts 

Direct from 133 Chambers Street _ % inch 

DEMONSTRATION ae, New York, New York hardwood 
DISPLAY CARTON Seymour Smith & Son, Inc. 268 Market Street, % inch 
mas 3 sticks OAKVILLE, CONN. San Francisco, Calif. greenwood 
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Le 
SS | SWEDISH FILES 
For the discriminating trade which demands a better File. 


The Genuine Oberg File is really a 


PRECISION FILE 


Guaranteed to last longer, and will do a smoother job. 


























Outwears All Others 


The Pike India Oilstone will stand up to its work and 
will last longer than any other oilstone. All this with- 
out the slightest sacrifice in cutting 
speed. For these reasons you can 
always recommend the 


P INDIA OILSTONE 


In every form of industry where oil- 
stones are used in a large way, it has been 
found that no other oilstone cuts so 

rapidly and wears down so slowly. Being made from 
Norton Alundum abrasive, Pike India is always depend- 
able. Send for special India Oilstone circular. 


Pike Manufacturing Co., Pike, N. H., U. S. A. 


An 
CRUCIBLE BRAND 320 Stainless Steel 


Paring Knife Assortment 
All Blades of Sterling Quality Stainless Steel 
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Complete stocks of all types and sizes. Write for catalog 
and new price list. 


Factory Sales Office: 


SANDVIK SAW & TOOL CORPORATION 


740 North Washington Ave., 109 Lafayette Street, 
Minneapolis, Minn New York, N. Y. 

















Trade Mark Reg. U. S. Pat. Off. 


FULLY WARRANTED ‘» Full Mi Finish 

° In irror- 
The Perfect Cutting Shears 10c. Knives—Two shapes of blades riveted to green and black 
-— 19¢. p= blades, shaped whi d handles, brass 














pins. 
25c. Knives—Swaged and etched blades, cocobolo handles, brass 
rivets. 
Packed 1 dozen of each to the assortment. 








. 
\ PAT.MAR.3, FJ 
1925 





ALL YOu DO A 


4$ TURN THE SCREW IS 
i 





NEVER TOO LOOSE ©& NEVER TOO TIGHT 


These Shears are assembled with special 
“Lockset” Lock-nut Device, embodying an entirely 
— principle in keeping snugly together both shear 

ades. 

The screw passes through an anchored tube, 
(Special Lock-nut fastened to the latter) and will 
not loosen or tighten UNTIL YOU TURN THE 
SCREW WITH AN ORDINARY SCREW DRIVER. 

Made in 7” and 8” sizes in the Straight and Bent 
Trimmer Patterns with Full Nickel and Japan 
Handles. 

If your Jobber does not carry the “Crucible 
Lock-Nut Shears, write us and we will name nearest 


Jobber. 


THE ACME SHEAR COMPANY 


Knowlton and Joseph Streets 
BRIDGEPORT CONN. THE ONTARIO KNIFE €6. 
We Sell to the Wholesale Trade Only Franklinville, N. Y. 


» 





Order Thru Your Jobber 
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Observations of Cutlery Salesmen 
(Continued from page 44) 


neous specialties, but he is always urging his cus- 
tomers to embellish their cutlery departments with 
such merchandise. 

Fred, who is the oldest of the four salesmen, is 
likewise pretty keen on constantly adding new mer- 
chandise, but his efforts to encourage better looking 
and more complete cutlery departments and more 
trequent and attractive cutlery windows is almost a 
mania. He claims he can build a profitable cutlery 
trade in any store, if proper study is given to cutlery 
display. He’s keen on the new colored handles, 
stainless steel blades and quality goods. 

Harry emphasizes the need for a complete as- 
sortment of pocket knives, household cutlery and 
table ware. Among his customers, those whose 
volume is best, are always in a position to offer 
enough variety to permit a selection by even the 
most exacting prospects. 

Bill agrees with the other three on every point 
but adds the worth while thought that selection of 
stock, display and assortment must be premised en- 
tirely on the needs of the specific territory. He has 
found that a study of community cutlery needs al- 
ways builds profits in this department. 

As all four men can claim more than twenty- 
five years of success in the cutlery field, their ob- 
servations are worthy of consideration. Their first 
names are correctly given. Their last names were 
omitted by request. \ 





Universal Rosewood Handle Kitchen Cutlery Line 


These _rose- 
wood handle 
kitchen cutlery 
items, offered 
by Landers, 
Frary & Clark, 
New _ Britain, 
Conn., as part 
of the Uni- 
versal line, 
have nickel sil- 
ver _ interlock- 
ing compres- 
sion rivets and 
lustro polished 
stainless steel blades. 














Line includes kitchen knives, grape- 
fruit knives, cooks’ forks, cake turners, 7-in. butcher knives, 
7-in. kitchen spatulas, 614-in. household slicers, 8-in. house- 
hold slicers, 8-in. cooks’ knives and bread knives. With assort- 
ments 1511 and 1522 a display box of heavy buff cardboard 
with collapsible top tray is given. Packages measure 16 in. x 


1514 in. x 3% in. No. 1511 consists of 4% dozen each of 
kitchen knives and 14 dozen each of nine other items. Pack- 
age No. 1522 comprises 1 dozen each of kitchen knives and 
1% dozen each of nine other items. Each package has one 
item of each number featured on tray, while ample stock 
space is provided beneath for 1 dozen of each piece shown. 
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Here's a New Idea in Modern 


rh, Pocket Knives 
ABs —They SELL 
* Gitsnife is an innovation in pocket 



















cutlery—not just another knife. 
Has new, patented features that 
place it in a class by itself. 
Sliding blade can be in- 
stantly opened or closed 
with one hand. Handle 
is unbreakable Py- 
ralin—no metal to 


Two grades 
retailing at 


$1.00 and $1.50 tarnish. Blade 
each in beautiful as- is razor steel 
sorted colors. Replace- 


able. 


Dealers 
who order a 
“Trial Dozen” 
knives now will 
receive FREE a 
beautiful Gitsnife 
display easel in color, 
on which is mounted an Extra 
knife as a sample. 
You actually get 13 knives with 
your purchase of a dozen. Easel 
is a wonderful sales stimulator. 


The generous discount in both 
grades of knives makes them high- 
Order 


ly profitable to handle. 


GITS BROS. MFG. CO. 


1846 S. Kilbourn Ave., Chicago, Ill. 

















Do You 
Sell 
Mr. 


Raymond ? | 





Isn’t he the type you would like for a regular cus- 
tomer? He is typical of the many thousands of men 
and women who buy and use Gem Nail Clippers (and 
buy other goods when visiting your store), and who 
write us like this: “I bought a ‘Gém’ in 1904 and it 
has done its work well ever since—in nearly every 
State of the U. S., in Canada, and in the trenches 
during the World War.” 


You can attract Mr. Raymond and _ his 
family, and many other high-class customers 
who see our national advertising. The Gem 
Counter Display Card completes the sale! 








Gem, Jr. 
Retails at 35 cents 





Retails at 50 cents 


THE H. C. COOK CO., Ansonia, Conn. 
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UF KIN 
TAPES 


Steel and Woven 
All Patterns 





RULES 


Wood, Steel and 
Aluminum Rules 


Machinists Scales 





Micrometers, Calipers, 
Combination Sets, 
Gauges, etc. 





Every item in the line is fully 
guaranteed for accuracy, work- 
manship and material. The 
demand for LUFKIN goods is 
established and steadily in- 
creasing. 


Send for Catalog 


THE [UFKIN ULE (0. 


SAGINAW, MICHIGAN 


106 Lafayette St., New York City 
























The “IT’’ in Selling 


(Continued from page 32) 


and Bible classes and had his 
Bible at his finger tips. A very 
religious hardware man wished 
to buy an opening stock of hard- 
ware. This salesman called on 
him, and somehow during their 
talk the discussion turned to the 
flight of the children of Israel in 
the desert, led by Moses. -This 
salesman knew all about the 
building of the Tabernacle. He 
knew all of its symbolism. The 
salesman and the merchant were 
both lovers of the Bible and both 
Bible students. After their long 
talk about the children of Isreal 
and Moses, the salesman of 
course sold his friend the open- 
ing stock of hardware, while the 
other salesmen hanging around 
wondered what it was all about. 
They were sure he had “bought 
the business.” 


* * *K OX 


Here is a case of selling an 
opening stock of hardware that 
did not work so well. The sales 
manager of a hardware house 
joined a salesman to help him 
sell a large new stock of hard- 
ware. This sales manager was 
always particular to get all of 
the personal history of a buyer. 
“Tell me,” he said to the sales- 
man, “what do you know about 
this buyer?” “Well,” answered 
the salesman. “I understand he 
is very religious, and passes the 
plate in church every Sunday.” 
The sales manager and the sales- 
man did their best to sell this 
new stock but failed. Afterward 
they learned that a poker game 
was going on in the hotel the 
whole time they were there. The 
hardware buyer was sitting in 
the game all the time. When he 
discovered this the sales manager 
inquired of the hotel proprietor 
how it happened that this man 
who was so religious at the same 


time played so much poker. 
“Well, you see,” said the hotel 
man, “he is very religious. He 
is the main support of the 
church. At the same time, how- 
ever, he is the best poker player 
in this county, and the money he 
wins from the unregenerate at 
poker, he gives to the church.” 
Now it happens this sales man- 
ager was something of a poker 
player himself, but with the 
wrong information he had re- 
ceived from his salesman, he 
didn’t dare suggest sitting in at 
a poker game to the gentleman 
he thought was so religious. 

The moral of this story is to 
get your facts straight. 


* *K XK OK 


I know a salesman who once 
made arrangements with the 
president of a large corporation 
to put in his line. When the ar- 
rangements were all made, the 
salesman asked the president if 
he would do him a favor. “Cer- 
tainly,” said the president. 
“What is it.” “Well,” said the 
salesman. “Please don’t tell 
anybody in your organization 
that you have decided to put in 
our line. Let me talk to the boys 
and in turn. have them help me 
out by persuading you to buy 
the line.” The president did 
this, so all the boys in the house 
were for this line and so was the 
president. It is a well known 
fact, of course, that if the presi- 
dent of any organization buys 
anything, all the organization is 
against it. 

I know a railway supply man 
who is probably one of the great- 
est salesmen this country has 
ever known. You would never 
know he was a salesman. He 
once took a very large order for 
railway supplies by first selling 
the buyer, but the president of 
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the road had to O. K. the order. 
This buyer said to the salesman: 
“Now, if you can get the old man 
to put his John Hancock on this 
order, everything will be all 
right.” So the salesman came 
all the way to New York to see 
the president, but he had to pull 
a number of wires to meet him. 
He finally met him through one 
of his friends at a club. He 
didn’t talk business to the presi- 
dent at the club, but the next day 


he called on him at his hotel and 


broached the subject of the or- | 


der. “Well,” said the president, 
“it’s all right with me, if you can 
get Jim Brooks (the buyer) to 
recommend your goods.” Se 
Jim recommended; the president 
O.K.’d, and everybody was 


happy. 
> > ok * 


All this seems simple enough 
when you write about it, but just 
try it on. 





Marvin’s Store Meetings 


(Continued from page 33) 


single item. Of course, where 
there is sufficient range to a line 
we can occasionally give it a 
window. However, we try to 
group our displays around some- 
thing seasonal which allows us to 
show quite a variety of goods. 
Just now we have a winter sports 
display, and it is surprising how 
many items we found to fit into 
it. 

“In windows of this kind we 
require a general background to 
put the central idea over, As a 
result there isn’t room for those 
big cut-outs which advertise 
single items of the display. We 
use some of the material sent us, 
but much of it is wasted. 

“That thought never occurred 
to me,” said Mr. Marvin, “but 
how about the other material?” 
“There is a lot of stuff besides 
the window __ backgrounds.” 
“Well,” said Charlie, “‘a lot of it 
is in the form of display cards 
for counters or show cases. Since 
we adopted the open display fix- 
tures, there’s no place to put 
them. We have only two show 
cases: one for cutlery and one 
for the precision tools. The only 
counter is the wrapping counter, 
and we need all the space there.” 
“You wouldn’t want to cover the 
tops of those two cases with 
counter display, would you?” 

“No,” said Mr. Marvin. “I’d 
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like to keep those cases as clear 
as possible.” However,” he 
added, “I noticed several pack- 
ages of booklets, circulars, fold- 
ers, etc., in that heap. How 
about them?” 

“T thought you’d come to 
that,” said Charlie, with a rather 
sheepish smile. “We should use 
that material. Some of it could 
be included with the monthly 
statements, and the rest should 
be sent out with merchandise or- 
ders.” 

Here Van interrupted: “We 
ought to have a rack to hold ma- 
terial of that kind. We could 
sort the stuff and put each kind 
in a separate compartment. With 
such a rack near the wrapping 
counter, it would be easy to in- 
clude a folder with each package 


wrapped.” “That’s a good idea,” | 
“Tl ask Van 


said Mr. Marvin. 
to get that material out tomorrow 
and sort it. Meanwhile I'll have 
a rack built to hold it. Then I 
am going to insist that some 
form of advertising shall go out 
with every order that leaves the 
store. What’s the next ques- 
tion?” 
lull, then Bill Higgins spoke up. 


“Did you know that there is a | 


canvasser in town selling brushes 
from house-to-house? He sold 
my sister three brushes—she 


(Continued on page 56) 








There was a moment’s | 


| 
| 





TRADE MARK REG. IN U.S. PAT. OF FICE RM 
‘ ‘ 


y 
Say WO] Y 
Wal td iif 


Armstronc 
WRENCHES 


are above price 
competition — like 
gold pieces their 
worth is established 


People no longer haggle over the value of 
coins, and tool buyers—those who buy intelli- 
gently and often, who make your most profit- 
able customers—never question the price of a 
wrench that bears the Arm-and-Hammer Trade 
Mark. ARMSTRONG WRENCHES are accepted 
as the standard—in strength, design, material 


and workmanship. 


Drop forged from selected Carbon or Chrome- 
Vanadium steels, they come on boards, in 
boxes or in sets. 37 types, all sizes. They give 


satisfaction and build repeat business. 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 


314 N. Francisco Ave., Chicago, U.S.A. 











Write for Catalog B-27, 
176 pages of Quality Tools 
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Why not let 
Duluth help you 
to make your 
business better— 


TODAY .. . 


Some folks figure that the 
stories we tell about helping 
hardware merchants to get 
more profit out of their busi- 
ness are just too good to be 
true. 

We don’t blame them in the 
face of present conditions but 
really we have the proof to 
back up these stories. 

It’s because we’ve helped so 
many that we feel we might 
help some more. 

Let us help you with your 
sales problems. 


Write for Catalog of Complete Line 


DULUTH 


DULUTH SHOW CASE CO, DULUTH, MINN 

















ii; "eaamaia 
money 
in 
toys ? 
Certainly. And not 


only at Christmas 
either. 

Read the stories of suc- 
cess in HARDWARE 
AGE. You'll also find 
the manufacturers 
ready to help you suc- 
ceed. Read their ad- 
vertisements. 
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Our New Store Displays 50% 
More Merchandise 


(Continued from page 21) 


plished something that the aver- 
age hardware store says cannot 
be done. We have customer cir- 
culation all over the store. It has 
been a source of a great deal of 
satisfaction to me to take a few 
minutes off the floor during the 
holiday rush and pay particular 
attention to the fact that there 
were just as many people in the 
rear of the store as there were in 
the front. Our wrapping counter 
and cash register were moved 
back eight feet farther in the store 
and made to face the front. This 
counter is surrounded by other 
counters, of course, on which we 
keep interesting displays of sea- 
sonable merchandise which cus- 
tomers may see and handle while 
waiting for their change and 
packages to be wrapped. 

All related items are now dis- 
played together, which suggest 
extra sales. In addition to this 
there are feature displays all 
over the store, on the ends of the 
display counters that just natu- 
rally lead the customer all over 
the store. This is being reflected 
in larger sales per customer. 

The total cost of the fixtures at 
regular price, plus the labor of 
installation, painting the side 
walls and ceiling and the wood- 
work inside the store will total 
something over $4,000. We have 
several deductions from this for 
the sale of some of the old fix- 
tures we had in the store. 

We remodeled the store in 
1928, using wooden tables, but 
did not install new shelving. The 
cost at that time was something 
over $1,500 and the sales volume 
increased $26,898.00 the follow- 
ing year with the same sales 
force. The net profit on the extra 
volume that year more than paid 
for the cost of the entire remodel- 


ing program. Of course, we do 
not expect anything so phenome- 
nal from the new equipment, but 
there are some figures that may 
be interesting. The store was fin- 
ished up on the 19th of Novem- 
ber. On Saturday, the 21st, we 
threw the store open to the gen- 
eral public. I am conservative 
when I can say that over 3500 
people visited the store that day 
and the interesting thing about it 
is that 1046 of them bought some- 
thing. 

This crowd was handled with- 
out any confusion or trouble and 
was taken care of by our regular 
sales force. Another very sig- 
nificant fact about new fixtures 
and price tickets is that on open- 
ing day 95 per cent of the cus- 
tomers who bought something 
paid cash. In the four days pre- 
ceding the Christmas holidays, 
Monday to Thursday evening, 
we waited upon 2034 customers, 
and the sales averaged over $1.35 
per customer for four days. All 
this was done by our regular 
force, without a cent of extra ex- 
pense for help. Each night the 
tables, counters and display 
shelves were filled with merchan- 
dise for the next day’s selling, 
and were kept filled during the 
day from under table stocks. 

The type of display is about 
the same as that used by the bet- 
ter chain stores, but the merchan- 
dise we carry and the fixtures 
themselves, being superior in 
every wav to those used by the 
chains, our displays are consid- 
erably more attractive and effec- 
tive. Expressions of approval 
came, not only from customers, 
but from folks who “just came in 
to look around.” By the way, this 
is our slogan and is used in all 
our advertising. 
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Ajax Tap-On 

The “Ajax” Department of the American 
Electric Co., Inc., 6126 South LaSalle Street, 
Chicago, IIl., offers the Ajax Tap-On attachment 
plug camp and receptacle combined, in assort- 
ments of brown and black Bakelite, 12 of each 
in a display box. The maker states that it 
doubles the use of any cord and combines all desirable fea- 
tures of other single purpose attachment plug caps. Sug- 
gested retail price is 10 cents, or two for 15 cents. Dealer 
cost is $1.08 per carton. 





IRC Metallized 
Motor Radio 
Suppressors 


The Interna- 
tional Resistance 
Co., 2006 Chest- 
nut Street, Phila- 
delphia, Pa., of- 
fers motor radio 
suppressor kits, 
for elimination of 
electrical noises 
generated by the 
electrical system 
of the automobile 
and _ interfering 
with the enjoyment of the automobile radio set. Kits com- 
prise suppressor units for installation in spark plug leads 
and in the main distributor lead, together with directions on 
the use of filter condensers and adjustment of the electrical 
components for noise elimination. Kits are offered for 4, 6 
and 8-cylinder cars, with resistors packed in display carton. 
Individual suppressors are available if desired. Units are 
said to be moisture proof and shock proof. Resistor is im- 
bedded in high-grade ceramic tubing. Units have capacity 
of less than one-half micro-microfarad. 





Franklin Saw Vises 
and Saw Sets 


Franklin saw 
vises are light and 


durable and are 
finished in Japan 
with full _ nickel- 


plated eccentric 
roll. No. 67, illus- 
trated, and No. 77 
have 11%-in. im- 
proved noiseless 
rubber jaws. In the 
No. 67, eccentric 
roll locks saw 
against rubber. 
Weight is 21% Ib. 
net. No. 77 con- 
tains a flat bar, between the locking roll and rubber jaw. 
Weight is 234 lb. Otherwise it is the same as the No. 67. 
No. 57, without rubber jaws, weighs 2 lb. Jaw length is 
1014 in. The Morrill pattern Franklin saw set, illustrated, 
is for hand, band and jig saws from the widest down to 
1% in. Anvil and plunger are hardened, while spring is of 
tempered steel. The following finishes are offered: No. 00, 
full polish; No. 1, full nickel, and No. 2, black finish. Weight 
per dozen is 7 lb. Central Sales Agency, 415 South Crouse 
Avenue, Syracuse, N. Y., is exclusive sales representative for 


the maker, The Franklin Tool Co., Buffalo, N. Y. 
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DIETZ 
ANTERNS 


OLD IN REPUTATION 
“EVER NEW IN SERVICE 
AND SALABILITY 
In the year 1932 let it be the other fellow who tempts 
his customers to buy cheap, inferior goods. 
For it is easy to squander, within a few brief 
months, a lifetime reputation for quality dependa- 
bility. . 
And it is equally true, now as in the past, that qual- 
ity standards are more often debased by reasons 
personal to manufacturers and sellers than because 
customers insistently demand low grade merchan- 
dise. \ 
Dietz Lanterns for 1932 will 
be made to the same high 
standard of quality as ever— 
staple, reliable, salable and 
profitable — always GOOD 
VALUE. 


R. E. DIETZ COMPANY 
NEW YORK 


Largest Makers of Lanterns in the 
World — Founded 1840. Output Dis- 
tributed Through the Jobbing Trade 
Only. We Do Not Sell Mail Order 

Houses and Chain Stores. 


>is 4 


LANTERNS 
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A New Booklet 
to Stimulate the 
Use of Tools, Paint 
and Lumber 














Distribution, by 
dealers, of liberal 
quantities of this 
booklet issued by 
the National Com- 
mittee on Wood 
Utilization of the 
Department of 
Commerce should 
help your sales of 
tools and paint. 


TIMULATION of hardware, 
tool, paint and lumber sales 
is expected to follow the 

distribution of the new booklet, 
“You Can Make It For Profit,” 
just issued by the National Com- 
mittee on Wood Utilization of the 
Department of Commerce. 

In fashioning the 100 attrac- 
tive and useful home articles 
which are completely described 
in the new manual, supplies of 
hardware, tools and paint will be 
required. “You Can Make It For 
Profit” is compactly arranged. 
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Two pages 
from the book- 
let show how 
it suggests the 
use of tools 
and hardware. 
Above: A 
wayside display 
of carpentered 
articles 


It contains complete plans of ma- 
terials, including hardware, and 
instructions for the making of 
the articles illustrated. 
According to the Committee, 
many distributers of hardware, 


tools and paint are already in- 


creasing their sales and acquiring 
(Continued on page 54) 


HARDWARE AGE 












































H ood 2 
at f LWA 
@ 
4, ‘2, 2, O tj 
th, iT oo Of} 0D 
e O) 
fF 4 @ 4, 


AKE graphite forms a 
PR protective layer prevent- 
ing metallic contact. This 
is the basic reason for the long 
wear and freedom from trouble 


when bearings are lubricated 


with DIXON’S Graphite Grease. 


By kéeping bearings supplied 
with this lubricant, their life is 
extended indefinitely, adjust- 
ments being necessary only after 
long periods of service. A graph- 
ite-polished bearing surface re- 
duces friction to a minimum. 


DIXON supplies Graphite Cup 
Grease in six degrees of hard- 
ness. Tell us the conditions and 
we'll advise which DIXON Prod- 
uct to use for better service. 


Motors Compressors 
Stokers Machine Tools 
Line Shafts Conveyors 
Pumps Fans 

Engines 





Joseph Dixon Crucible Company 


New Jersey 


DIXON SERVICE 


Jersey City 
104 YEARS OF 
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GPF could talk would say/ 


“Don't draw on me 
for any fence — until 
you investigate Keystone 
Non-climbable” 


(Lower Ist cost and years longer 
service are money savers!) 






Keystone Non-Climbable Fence is protected by 
an extra thick coating of rust-resisting zinc, fused 
to the copper-bearing steel by Keystone’s pat- 
ented “Galvannealing” process. Costs less than 
chain link fabric. 

Just the thing for yards, schools, estates, parks, 
cemeteries, playgrounds, orchards, kennels, fac- 
tory sites or wherever a non-climbable as well 
as ornamental protective fence is required. 


The stiff one-piece stay wires are only two 
inches apart—line wires only four inches apart. 
Correctly erected, it cannot be broken down 
from the top or rooted up from the bottom. 


100 and 150 foot rolls, 36, 40, 48, 60, 72 and 
84 inch height in No. 11 and No. 12% gauge 
wire. Posts, attachments, gates may be had to 
match. Write for samples and complete details. 


KEYSTONE STEEL & WIRE CO. 
Peoria, Illinois 
Also makers of famous “RED BRAND” 


hog, field and poultry fences; nails, barbed 
wire, posts, gates and other wire products. 


Even old Father Time 
is surprised at the 
rust-resisting quali- 


ties of this patented 
“Galvannealed” wire 
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KEYSTONE NON-CLIMBABLE 
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A New Booklet to Stimulate Use of Tools, Paint and Lumber 





DEPARTMENT OF COMMERCE 
OFFICE OF THE SECRETARY 
WASHINGTON 





NATIONAL COMMITTEE ON WOOD UTILIZATION 





WHY NOT TURN YOUR SPARE TIME 
INTO PROFIT? 
Plans for making 106 articles—home con- 


veniences, simple garden furniture, and toys— 
will be found in 


YOU CAN MAKE IT FOR PROFIT 
A NEW 48-PAGE GOVERNMENT BOOKLET 


A manual for the handy man. 
A handbook for the hobbyist. 
A guide for planning handicraft projects. 


AXEL H. OXHOLM, 
Director. 


A FREE COPY of this book may be obtained 
by calling at— 


(OVER) 
ere = 1110679 











new customers by distributing 
free copies of the booklet to their 
customers and others in their 
localities. The firm name and 
address may be stamped on the 
front cover, or an advertising 
message may be printed on the 
back cover of the bulletins pur- 
chased for distribution. 

For the purpose of sponsoring 
the distribution of the booklet, 
the Committee is offering to dis- 
tributers a slip insert which con- 
tains the statement, “A Free 


Retail Radio Business 
Analyzed in Government 
Trade Bulletin 


Significant deductions in connection 
with the retail sale of radios, which 
may prove of substantial value to both 
radio manufacturers and dealers, is 
presented in a bulletin just issued by 
the Electrical Equipment Division of 
the Commerce Department. The infor- 
mation in the bulletin covers various 
factors involved in retail distribution 
of radio and is based on comprehen- 
sive figures reported by 33 represen- 
tative radio dealers from all sections 
of the country. These dealers included 
exclusive radio shops, department 
stores, electrical appliance shops, mu- 
sic, furniture and jewelry stores. 
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copy of this book may be ob- 
tained by calling at us 
Space is provided for nena 
the name and address of the firm. 
The provision that the person who 
is to receive a free copy of the 
book must call at the store pro- 
vides an excellent opportunity 
for the wideawake salesman to 
suggest the necessary hardware, 
tools and paint. Supplies of this 
slip insert, which may be enclosed 
with monthly statements and 
other mail material, may be ob- 
tained without charge from the 
National Committee on Wood 
Utilization, Department of Com- 
merce, Washington. 

The fact that more than 
250,000 copies of the first two 
booklets of the “You Can Make 
It” series have been sold reveals 
a genuine interest in the subject 
matter of the booklets. 

The Committee points out that 
the booklet also should be help- 
ful to those temporarily unem- 
ployed. At practically all times 
there are some men out of work 
and those who find themselves in 
this situation could, with the as- 
sistance of the Committee’s book- 
let and a little initiative, estab- 
lish themselves in their various 
communities. 





Returns of seventeen firms which re- 
ported complete data show that exclu- 
sive radio shops made an average profit 
in 1930 of 7.6 per cent as compared 
with 15.5 per cent in 1929. All other 
classes of dealers with the exception 
of the electrical appliance group re- 
ported profits in 1930, but in all cases 
operating expenses were much higher. 

An analysis of returns indicate the 
downward trend of prices for radio 
sets. A weighted average reveals that 
the average radio set sold for $103 in 
1930 as compared with $136 in 1929. 
In 1929 but 33 per cent of sales in- 
volved radios priced at. $100 or less; 
in 1930 the situation was exactly re- 
versed, with but 33 per cent of sales 
allotted to the groups representing mer- 
chandise priced at over $100. 














YOU CAN MAKE IT FOR PROFIT 
Illustrates and Tells How To Make the Following: 
Ash Lattice fence 
‘an vice bong —_ wall trellis 
Bathroom utility cabinet poe <n 
Bird garden » leony met, 
Book and magazine stand Lawn armchair 
Breakfast benches Lawn bench 
Breakfast table ‘Lawn seat 
Brooder coop Lawn table 
[soe oll sun porch ‘ 
5 he RS ipl stand ~ 
Built-in ironing board Men’s clothes stand 
ny Milk bottle holder 
Miniature kitchen cabinet 
Chek Modernistic table 
wide chaie” Culiciel ac tein 
Child’s desk 
Child’s table Padded knee biock 
Christmas-tree stand Pale fence 
Cc whatnot la 
Covered sand box Pier cabinet 
Clothes-Sasket stand rin! stand 
Clothes-drying rack Poultry nests 
Clothes hamper Poultry trap nests 
ce alg pergesd Rabbit hutch 
Dahlia sticks Rabbit nest box 
Dog house Rack for goods and 
Dog-on-rocker bles 
Dressing table Radiator shield 
Peivensy arch Rope swing 
iveway gate 
Dry-mash scandinavian “spark” 
Entrance arch Sidewalk arch wi:h seats 
Fernery ——— 
Fireplace bookcase forage 
Fireplace screen Swan seesaw 
Fireplace settle 
Flsastece wood box ‘Tabouret 
Folding screen ‘Tool chest 
Folding seat ‘Tree seat 
Folding table ‘Trunk 
G ble 
a. Uilityracka 
Garden-tool cabinet Vegetable bins 
G -tool racle Vegetable stand 
Gate with arch 
Vocenied Wall penelin 
Goines: pig slseping abelf Wall tool cabinet 
. fall tool 
Handkerchief box Waste-bag holder 
Hotbed frame Wante paper beoket 
Jewel bor Window shelf 
Kitchen ladder stool Wood valances 
Kitchen utility cabinet 
(OVER) 1110679 











These illustrations show back and 
front of “stuffers”? supplied by the 
committee without charge 


Quantities of the new govern- 
ment publication may be obtained 
from the Superintendent of Docu- 
ments, Washington, or from the 
district offices of the Bureau of 
Foreign and Domestic Commerce, 
located in principal cities. In 
lots of 100, the booklet sells for 
$4. (4c. per copy), while the rate 
for 1000 copies is $40. For 
quantities of less than 100, the 
price is 10c, a copy. 


A study of the returned question- 
naires revealed that in the sale of radio 
sets during 1930 price was the most 
important consideration, followed by 
tone quality and appearance. Nineteen 
stores which kept open after 6 P. M. 
reported that 46 per cent of their busi- 
ness was done after that hour. 

An additional potential market exists 
for battery sets in the million or more 
farm homes which are yet unwired or 
equipped with radios, the bulletin de- 
clares. With the development of bat- 
tery operated sets equipped with low 
filament drain tubes, the possibilities 
of this market are obvious. 

Various other factors in connection 
with the sale of radios are analyzed in 
Trade Information Bulletin No. 778. 
Copies are obtainable for 10 cents. 
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U.S, Posltry Fence 


Woven like farm fence, 

Line wires run parallel. 
Interlocked joints can’t slip. 
Uniform spacing; even tension. 
Stretches without bagging. 
No top-rail —no baseboard. 
Rolls out like carpet. 

Easy to handle and cut. 

Costs no more. 

















Compare It... 


Then Decide Which 
YOU Would Buy! 





Compare U. S. Poultry Fence, the modern 
straight-line netting, with any on the market! See 
how uniform it is; how flat it lays! Note that, as in 
farm fence, the line wires run parallel! Note, too, 
how the interlocking hinge joints connect these con- 
tinuous, parallel line wires into a strong, rigid fabric 
of even tension! Then, decide for yourself which 
netting YOU WOULD BUY if you were the consumer! 


U. S. Poultry Fence is the only poultry netting nation- 
ally advertised to the public--the only netting buyers 
know and ask for by name. You, as a dealer, can 
“cash in” on this ready-made market by carrying 
ample stocks. Thousands of dealers are reducing 
their merchandising investments, speeding up turn- 
over, boosting sales and profit, by concentrating on 
U. S. alone. You, too, can realize these greater profits. 


This year--insist upon U. S. Poultry Fence! It is dis- 
tributed only through regular retail and wholesale 
channels. Ask your jobber or write direct to us for 
sample and complete information! 


Indiana Steel & Wire Co. 
Muneie, - - Indiana 


Makers also of IMPERIAL Farm, Poultry and Lawn 
Fence, Trellis, Flower Border, Steel Posts, Gates 


U.S. Poultry Fence 


“The Netting That Stands WAlone“ 
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Wrought Steel 
Strap and Tee Hinges 
and Hasps 





| iow GRIFFIN products offer the 


utmost in sturdy, practical hardware. 


Furnished in plain steel, cadmium finish, 
galvanized,...galvanized with brass pins... 
finishes suited for the purposes required. 


ERIE, PENNSYLVANIA 





Branch Oftices:- 


NEW YORK: 45 Warren Sr. BOSTON: 113 PurCHASE Sr. 
CHICAGO: 162 N. CLINTON Sr. SAN FRANCISCO: 703 Marker Sr. 
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Marvin’s Store Meetings 


(Continued from page 49) 


didn’t know we carried them. | 
compared the ones she bought 
with similar brushes in our 
stock; the ones we carry are as 
good or better, equally attractive 
and priced much lower. One 
brush that the agent asks’ $1.50 
for, we sell at a dollar. We 
ought to get the City Council to 
pass an ordinance against 
peddling.” : 

“Perhaps so,” Mr. Marvin 
said quietly, “but it strikes me 
that we are largely at fault in 
this particular case. If we have 
brushes of equal quality at lower 
prices, we are to blame if we let 
a canvasser take the business 
away from us. The thing for us 
to do is to put in a complete win- 
dow display of brushes, at once 
—all items plainly priced. Then 
we should send out a circular 
showing our lines and_ prices. 
We have some cuts we could use 
to illustrate the circular. We can 
also put a good ad in the news- 
paper. By heading our adver- 
tising: ‘Why pay more?’ and 
giving illustrations with prices, 
we should be able to stop his in- 
roads quickly.” 

“If you want me to, I’ll come 
down early tomorrow morning 
and put in a brush window,” Van 
volunteered. “I'll help you,” 
said Bill. “And Ill work up a 
layout for the circular and the 
ad,” Charlie interjected. “Fine,” 
said Mr. Marvin. “However, I 
think we should also have a 
good brush display inside the 
store, and call it to the attention 
of all who come into the store. 
I’ll leave that to you. Now, who 
has another question?” 

“T have,” said Jim Daley. “I 
heard some fellows out in front 
of the store talking about razor 
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blades, yesterday. One man 
said he bought his at a chain 
drug store. I butted in and 
asked him why he didn’t buy 
them at Marvin’s. He laughed 
and said our prices were too 
high. ‘I’ve been getting them at 
70 cents a package of ten,’ he 
said, ‘and your price is a 
dollar.’ ” 

“Well,” Mr. Marvin broke in: 
“At our cost we can’t afford to 
sell them at 70 cents.” 


Van, who had been listening 
intently, now entered the discus- 
sion. “I may be wrong,” he 
said, “but I think we should 
either meet the price or quit 
handling blades. We can’t call 
the 70 cents a cut price, because 
it is the drug company’s regular 
price; that makes it the estab- 
lished price in this town. If we 
ask more we are only fooling 
ourselves and getting a reputa- 
tion for high prices.” 

“T never considered it in that 
light,” said Mr. Marvin, “but I 
believe you are right. We will 
meet the price and advertise it. 
After all, razor blades are de- 
mand items, and the selling cost 
on them is light. By meeting the 
price we should get a better turn- 
over. If we can buy in a large 
enough quantity, we may be able 
to meet the price and still make 
a small profit.” 

“T’ve been thinking about sev- 
eral similar lines,” he went on, 
“and I believe we actually make 
more money on some of our low 
margin ‘quick sellers’ than on a 
lot of slow movers with higher 
margins. We have been figuring 
on the basis of our average over- 
head, when as a matter of fact, 
low selling costs on quick turn- 
ing items brings their overhead 


below the average. At the same 
time,” he added, resentfully, 
“that razor blade situation galls 
me.” 

“I'd like to take up the matter 
of guarantees, if you don’t 
mind,” said Charlie Higgins. 
“That is a good subject,” Mr. 
Marvin replied, “but our time 
limit is nearly up. Suppose we 
leave that for the next meeting. 
I suggest we adjourn and drink 
our coffee before it gets cold.” 

A little later as May Garvin 
and Van Davis walked slowly 
toward her home, May said: “It 
was fine of you to offer to come 
down early and trim that win- 
dow, Van.” “Oh, that’s noth- 
ing,” Van replied. “I want to 
get more proficient in window 
work. Mr. Marvin has promised 
me a raise if I do. I’d like to 
earn enough to support two, if I 
can,” he added softly. 

“Oh, I’d want to continue 
working for a while at least,” 
May said quickly. Then a blush 
spread over her pretty face as 
she realized what she had said. 
Van, however, appeared not to 
notice anything. “You're a 
darling, May,” he said, “and 
there’s something I want to ask 
you as soon as I feel I have a 
right to.” 

Just then a voice came from 
the house. “Is that you, May? 
You had best come in dear; it’s 
getting late and you need your 
sleep.” “All right, Mother,” 
May replied, then she turned im- 
pulsively and placed a hand on 
Van’s arm. “Good night, dear,” 
she whispered; “I guess you 
know how I feel about you.” 

Then before he could say a 
word she whirled and ran swiftly 
toward the house. 
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Can a Cash Store Undersell? 


(Continued from page 19) 


walk out and hunt cheaper merchandise elsewhere. 
Or send it out C. O. D., refusing it if he happens 
to change his mind. 

“You see, Bob, the charge customer, because he 
buys better goods, is automatically the more profit- 
able customer, for after he is once in the store there 
is little difference in the actual expense of making 
a big sale or a little sale. 

“A cash customer is anybody’s customer. He 
must be ‘pulled in’ every time. But a charge cus- 
tomer just naturally looks to his charge account 
store for all his needs in their line. It becomes a 
habit. 

“In fact, Bob, many credit stores even go so far 
as to insist the pulling power of charge accounts is 
so great it actually reduces the cost of doing busi- 
ness below that of the cash store. It’s because of the 
volume they create. Looking at it that way, they 
claim if there is a difference in prices, the cash price 
should be higher. 

“‘Losses—in the hardware business they seldom 
amount to one per cent of the business and a com- 
peting cash store would have to spend more than 
that amount in advertising to produce the same 
amount of business.” 

“But how about complaints?” Butler interrupted. 

“The modern hardware merchant really welcomes 
2 complaint,” the Old Veteran answered. “It gives 
him an opportunity to make a real friend for the 
store and informs him when his goods are not liv- 
ing up to expectations. He fears most that the cus- 
tomer will not complain, but will swallow his 
grievance and trade somewhere else. The charge 
account gives the actual date of purchase and makes 
it easy for merchant and customer to agree on an 
adjustment. 

“Here’s another point, Bob. No cash store can 
possibly have as productive a mailing list as the 
charge accounts of a credit store prove to be. It 
has been well established that charge customers re- 
spond immediately to any special notice and the 
porportion of wasted postage is very small. The 
cash store’s mailing list is bound to have a lot of 
dead wood in it, while one glance at any charge 
account will tell just how live it is. 

“Even the big mail order houses who scorned 
any form of credit a few years ago, now feature 
installment buying. They are even experimenting 
with open credit in some of their branches. 

“Some credit men really insist that buying on 


credit stimulates thrift and promotes a habit of | 
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For FARM Trade 


Here’s a dependable grindstone 
that you can sell to farmers 
and all who have power 
available and at a price they 
can afford to pay. The 


HARVEST 
KING 


Roller Bearing 
GRINDSTONE 


carries our regular high 
grade selected Cleveland 


grit stone, especially 
suited for farm tools 
and implements. Gives 
better satisfaction ragle 
many grindstones sold a 


higher prices. 





Frame is made of angle steel, strongly braced and fin- 
ished in Green and Black. Shipped folded complete, 
stone crated separately to save freight. Can be mounted 
and set up quickly, by anyone. 


Your Jobber will supply you. 
Send for Folder and Prices. 


The Cleveland Quarries Co. 
Cleveland, Ohio 
28 West Broadway, New York 
Lombard & Co., Inc., Boston, Mass. 
New England Agency 






















Sell Them 
by the set 






Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the users. 





set in his work, and it 


It isn’t hard. 


Every mechanic needs the entire 


resolves itself to a question of selling him once or seventeen times. Bring 
out the value of the case, its use in keeping the bits in order and near at 
hand, preventing lpss, ete. Try it. 

Forstner Bits are the only bits that are not dependent on a center or a 
level to guide them. They cut from the outer rim. The entire surface is 
at work all the time, no jagged ends; every part of the work is smooth and 


polished. They bore their way through hard, knotty, cross grained woad, 
leaving a smooth hole and clean, polished surface. 


Let us send you catalogues. Order through your jobber or direct. 


The Progressive Manufacturing Co. 
TORRINGTON, CONN., U. S. A. 
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50 years on a DOOR 
good for fifty years more 








Notabene 





The solid bronze Bommer Spring Hinges swinging the 
big front doors of the old Bank of Manhattan at 40 Wall 
St., New York, since 1880 were still in excellent condi- 
tion when that building was demolished in 1929 to be 
replaced by the new Bank of Manhattan skyscraper of 
73 stories which is also equipped with Bommer Spring 
Hinges—truly an astounding record. 


These Historic Hinges can be seen at our factory 


TRADE {anus MARK 


Millions and Millions of People 
are Pushing Bommer Spring Hinges 
when opening doors 


Factory at Brooklyn, N. Y. 











ATLAS QUALITY HAS BEEN STANDARD SINCE 1810 


Some of the villas made by 
™ATLAS TACK 


CORPORATION 
FAIRHAVEN, MASSACHUSETTS 


SASWHIYNd ILVYLNIDNOD 


ONIIGNVH PY? LHOIYd JAVS 











promptness. If a man knows he must pay $20.00 
on a certain date, he is much more likely to have 
that twenty ready when the day comes than if he 
were simply putting it in a savings account. 


“The necessity of paying makes him work harder 
and makes a better man of him. Then when he 
comes in to pay his bill the store has an excellent 
chance to sell him something else. 


“Look at your own store, Bob. It’s the little 
items that sell for cash, the big ones on credit. Put 
your’ store on a cash basis and you will kill the 
very part of the business that pays the best. If you 
expect to do business with the better grade cus- 
tomers you must give them the kind of service they 
usually want. Credit is undoubtedly one of those 
services.” 


Bob Butler nodded. “In other words, Old Vet, 
you evidently believe the credit system produces 
more profit than it consumes. Now if I could just 
stop these losses!” 


“Credit losses there will always be, Bob. But 
they can be kept down by proper action at two 
times, first when the application is taken originally 
and second, when the debtor makes his first delay 
beyond his payment date. . . 

“The old fashioned credit man was a gruff in- 
dividual who would bark, ‘Name . . . Address .. . 
Business . . . References, etc.” Nowadays he is 
smooth and smiling. He gets acquainted with the 
customer and makes it a pleasant visit—at the same 
time letting the applicant know the store expects 
and will demand payment on the dot. 


“Then, no matter who he is, the applicant’s ref- 
erences are looked up before any goods are deliv- 
ered, not after. If the customer insists on an im- 
mediate decision, that’s a bad bad, sign. The good 
accounts know they will have to wait till the appli- 
cation runs through the Credit Association. 

“T believe merchants are inclined to be too lax 
the very first time a debtor is slow. They are afraid 
to hurt his feelings—hope he will straighten him- 
self out. 

“The facts are the public has little respect for a 
timid, unbusinesslike collector. Every debtor has 
some income and he pays it to the creditors who de- 
mands it while the debt is fresh. And he keeps 
coming back to him for more. 

“But if the merchant just lets things ride at first, 
so does the slow debtor. 

“Times are changing, Bob. When I was your 
age if a man asked for credit it was a pretty sure 
sign he was broke. Now it’s a pretty sure sign he 
isn’t.” 
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Franklin Vise and Hammer 


Illustrations show 
the Franklin No. 
114% bell face nail 
hammer and one of 
the company’s bench 
vises. No. 11% is 
made of best quality 
special metal, hard- 
ened and tempered, 
with white ash or 
hickory handles hav- 
ing full grip .and 
waxed and smoothly 
finished. One hard- 
wood filler wedge 
and two steel cross 
wedges are used. 
Heads are furnished 
in full polish colored, and in black, with claw tips and heads 
fully polished. Net weight is 16 oz. Plain face nail hammer 
No. 1% is of the same weight and quality as the bell face, 
No. 114%. No. 13, bell face nail hammer, is a lightweight 
tool of the same quality as the other models mentioned. It 
is finished in colored glossy full polish, and in black. Frank- 
lin bench vises are made from semi-steel castings with jaws 
of crucible steel notched, and handles and feed screws of 
cold rolled steel. Finish is satin black, with jaws, faces and 
anvil fully polished. Five sizes are offered. The Franklin 
Tool Co., Buffalo, N. Y., makes these tools. Exclusive sales 
representative for the maker is the Central Sales Agency, 
415 South Crouse Avenue, Syracuse, N. Y. 











Gar-Bag 

The Gar-Bag is a kitchen 
garbage container with 
novel features, made by 
Alto Mfg. Co., 1619 West 
Wolfram Street, Chicago, 
Ill. Waxed paper bag fits 
inside the container. When 
full, the bag is removed 
and disposed of, enabling 
sanitary and _ convenient 
handling of garbage. Can 
requires washing only at 
rare intervals, as garbage 
does not come in contact 
with container. The can 
may be adjusted to any 
desired height. It swings 
back under the sink and 
out of the way, when not 
in use. Gar-Bag is finished 
in green or ivory and lists 
at $2.50, including fifteen 
waxed bags. Suggested 
retail price of additional 
bags is 15 cents per dozen. 








Wickwire Bros. Sample Folders and Catalog 


Wickwire Bros., Cortland, N. Y., has issued catalog “R” in loose 
leaf form and a sample screen cloth folder. Catalog shows the Wick- 
wire plant, lists the products offered and shows some of the processes 
through which screen wire cloth is put in manufacturing, Screen 
wire cloth, nettings, poultry fence, hardware cloth, wire nails and 
brads, galvanized clothes lines, staples, cement coated nails, galvan- 
ized barbed wire, steel wire and metallic coal sieves are illustrated. 
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HERES THE MARKET 
for rubber tips and bumpera 


4 
JUST OUTSIDE YOUR DOOR 


Every home, school-house, hospital, library, hotel and municipal building in your 
community is a potential prospect for these fast sellng replacement items. They have 
thousands of uses on chairs, doors, desks, walls and furniture for the elimination of 
noise and the prevention of scratches. 

Prepare now to supply this enormous market by checking your inventory and ordering 
your new stock for 1932 from your wholesaler or direct. 

SEND FOR CATALOGUE NO. 50 
Complete specifications and prices on our full line of rubber tips and bumpers. 














Rubber Head Nails 


Carefully molded of unusually durable 
rubber these nails offer good protection H. A 
wherever inexpensive rubber bumpers are 
required. Six stock sizes. 





Elastic Stem Tips f 
A tip made entirely of rubber. Used for #2= 
protecting desk top equipment from 
scratching, on desk covers, closet seats, 
and in several larger sizes for chair legs. 
Inserted without the use of glue, screws 
or nails. 





Slotted Screw Tips 
Manufactured to fill the popular de- 
mand for a lower priced bumper to 
be used on door stops, furniture and 
closet seats, and hundreds of other 
places where bumpers are required. "J 
Supplied in several sizes. MUNICIPAL BUILDINGS 


The ELASTIC TIP COMPANY 
BOSTON _370 ATLANTIC AVE. MASSACHUSETTS 
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SHARP SPURS 
\ SHARP LIPS— 
CLEAN 
CUTTING 
FEED 
SCREWS 


} 
' 








There is no substitute for a satisfied cus- 
tomer .... and nothing in an edged tool 
really satisfies but QUALITY! That is why 
it has always paid dealers to sell the genuine 
Russell Jennings Auger Bits. 

Distributed Thru Wholesalers 


THE RUSSELL JENNINGS MFG. CO. 
Chester, Conn. 


__ Fursell Fennings 


% 
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Wrens Demand 
Attention and 
Special Homes 


One of the greatest hobbies 
of gardeners is to cultivate the 
companionship of the Jenny 

ren. They are the aristocrats 
of the bird family because no 
other bird is permitted to enter 
their homes. 

These special homes are built 
exclusively for wrens. hey are 
easily cleaned by removing the 
floors. 


ARCADE ="Trays 


Arcade Manufacturing Co. 


Freeport, Illinois 


REPRESENTATIVES 


J. T. Rowntree, Inc. 
San Franciseo Portland Salt Lake City 





No. 9193 


No. 9191 


Los Angeles Seattle Denver 
A. T. Otis D. D. Otstott, Inc. 
Boston Dallas 
111 Summer St. Santa Fe Bldg. 


D. H. Youngs 
6146 Wayne Ave., Philadelphia 








- New York Chicago 
200 Fifth Avenue Merchandise Mart | 
No. 9195 Room 14111 | 
The famous Maydole Hatchet 





Maydole Hammer 








The Norwich % 
Hammer 






Maydoie 
a, 
Maydole ils ear 
Non-Mushrooming 
Cold Chisel 





MAYDOLE TOOLS 


Maintain the quality standard famous. since 1831 


DAVID MAYDOLE TOOL CORP., NORWICH, N. Y. 














Good Management 


is merely the transmission 
of the intentions and pur- 
poses of the management 
through the staff to the 
customers. 














Dormeyer Combination 
Food Mixer Improved 


The A. F. Dormeyer Mfg. 
Co., Chicago, IIl., offers this 
improved electric food mixer, 
listing at $18.75. It includes 
new food mixer with stand, 
fruit juice extractor attach- 
ment, extra measuring pitcher 
and mixing bowl. No special 
bowls are required, as ball- 
bearing and adjustable turn- 
table of exclusive design per- 
mits use of any size mixing 
bowl. Mixer is chromium-plated, except the black enameled 
malleable iron base. Machine rests on cushions of rubber. 
Universal motor operates mixing unit. 





“Brush Cleaner 
by Wooster” 


The Wooster Brush Co., Woos- 
' ter, Ohio, offers “Brush Cleaner 
by Wooster.” Display carton, 
illustrated, contains 24  3-oz. 
packages to retail at the sug- 
gested- price of 10 cents each. 
It has color combination of two- 
tone green and orange. Carton 
requires but little space.  Al- 
. though featured primarily as an 
efficient cleaner of wet, wn or dfy-hard brushes, cleaner also 
has many other uses, such as cleaning floors, woodwork, ‘fur- 
niture, glass and as a water softener. 





Juicemaster 


The Juicemas- 
ter is a fruit juice 
press, made by 
the Doehler Die 
Casting Co., New 
York City. John 
H. Graham & Co., 
Inc., New York 
City, is. the sell- 
ing agent. It is 
made of polished 
aluminum and 
has waterproofed 
wood base. Unit 
may be taken 
apart for clean- 
ing in a few sec- 
onds. Descending plunger closes bowl tightly. Clear juice 
runs off into glass below, and slotted tray lifts out to dispose 
of rind and pulp residue. Glass or other receptacle centers 
itself under cup, where it is not readily jolted or upset. 
Cleaning is accomplished by removal of two pins, which en- 
able taking apart of unit and detachment from base. List 
price is $6.85. Dealer discount is 33 1/3 per cent. It may be 
used to extract beef juice as well as for fruit juice. 
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Meisselbach New 
Neptune Fishing 
Reel 

The A. F. Meis- 


selbach Division 
of the General In- 
dustries Co., of 
Elyria, Ohio, has 
brought out New 
Neptune reel, No. 
85. Features of 
the New Neptune 
No. 85, listing at $7.50, are: 250 yd. of No. 9 cuttyhunk line, 
Meisselbach automatic drag with thumb-knob control on 
handle, Bakelite spool molded on a square steel shaft, and 
Meisselbach “Takapart.” The maker states that it is the 
first salt-water reel made with spool molded of Bakelite. 





Lighter spool adds to ease of control in casting, and is said ' 


to be equal to every demand in casting and fighting strong, 
heavy, hard-pulling fish. Free spool throw-off lever is of 
conventional type, located on the front plate. End plates are 
of polished “permo” and are said to be unaffected by water 
and oil. Seal-Line reel No. 75, listing at $12.50, is now being 
made exclusively with Meisselbach “Takapart” feature. Ca- 
pacity is 300 yd. of No. 9 cuttyhunk line. Reel, with metal 
spool, free spool and automatic drag is built for surf casting 
and light tackle sea fishing offshore. 








The Sylvania 
Tube Analyzer 


The Sylvania Divi- 
sion of the Hygrade 
Sylvania Corp., Em- 
porium, Pa., offers 
this combination dis- 
play cabinet and 
tube tester. Display 
cabinet is built of 
solid walnut, finished 
and _ decorated to 
harmonize with ra- 
dio cabinets with 
which it may be dis- 
played. Design of 
display provides 
maximum display 
surface and uninter- 
rupted vision from 
every angle. Lower 
rear compartment, is 
fitted with special 
shelves where a com- 
plete stock of tubes 
may be stored be- 
hind 
Single electrical con- 
nection from the 
lower back leads to the power supply. Tube analyzer is in- 
closed in a solid walnut cabinet, with chromium plated fit- 
tings, matching the display cabinet. Analyzer is constructed 
to permit complete and accurate reading of all tubes used 
in standard radio receivers. It has preheating sockets and 
special dial readings for tubes of doubtful value. 
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SPRING HINGES 
New “Sagless”’ Spring Pivot-Hinge 





Type 4007 


Exterior Tension Adjustment 


An improved hinge for the gates in modern buildings 
and for replacing obsolete equipment in buildings to be 


made modern. 


The exterior tension adjustment permits regulating the 
spring power, after the gate has been hung, to suit 
and_ weights 


different sizes 
preferences. 


Chicago Spring Hingy Company, 


CHICAGO 


U. S. A. 


of gates or individual 


NEW YORK 








POULTRY SUPPLIES 





Moe’s Electric 
Fountain Heater 


Many poultry houses are 
now lighted by electricity, 
and by connecting this 
heating unit to a light 
socket, the drinking 
water never freezes and 
is kept at a wholesome 
temperature. Safe and 
economical. 


Write for Catalog of 
Moe’s Modern Line oft 
Poultry Equipment. 


Hoeft & Co., Inc. 
2305 Davis St. 
North Chicago, II. 












locked doors. | 


AYERS Cine 


MODERNIZE STORE METHODS 
To provide adequate storage facilities for 
a ible and jent for clerk 
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make it 
wholesale or retail 
















tion and noise an 
safety, convenience 
design — attractive! 


PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 


to handle with absolute safety—to insure quick service for 
MYERS NOISELESS CUSHION TIRE STORE LADDERS. 


Deep tread steps, full length hand grips. rubber tires, over- 
head track system, - iy construction throughout, eliminate vibra- 


meets mest requirements. 


MEF EMYERS & BRO.COo. 


trade—instali one or more 


oduce a ladder of ample strenyth fer 


and efficiency. One style oni at of 
finished—any height—easily installed — 
Circular en request. 


ASHLAND, OHIO. 


—_~ 
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“IVES” Patent Ventilating Lock 


a 


ee Moanafectarers of Opa. 


“Quality Hardware Since 1876” 
Window and Door Specialties 


Tue H. B. Ives Co. 
New Haven, Conn., U. S. A. 
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Make Your Wants Known 


If it’s Hardware you have for sale or want 
to buy—make your wants known in Harp- 
ware AGE, the “News-business” paper of hard- 
ware retailers and wholesalers all over the 
United States. 


Harpwake AcE will bring buyer and seller to- 
gether at minimum cost. 























Convention Calendar 


CaLiFoRNIA RETAIL HARDWARE AND IMPLEMENT As- 
SOCIATION CONVENTION AND EXHIBITION, Sacramento 
Memorial Auditorium, Sacramento, Feb. 9, 10, 11, 1932. 
LeRoy Smith, secretary, 112 Market St., San Francisco. 


ConNECTICUT HARDWARE ASSOCIATION CONVENTION, 
Hotel Bond, Hartford, Feb. 17, 18, 1932. Charles R. 
Freeman, secretary, Branford. 


IpaHO RetTatL HARDWARE AND IMPLEMENT DEALERS’ 
ASSOCIATION CONVENTION, Bannock Hotel, Pocatello, Jan. 
20, 21, 22, 1932. E. E. Lucas, secretary, Hutton Bldg., 
Spokane, Wash. 


INDIANA RetTatL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, State Fair Grounds, Indianapolis, Jan. 
26, 27, 28, 29, 1932. G. F. Sheely, secretary, 911-913 
Meyer-Kiser Bank Bldg., Indianapolis. 


Iowa RETAIL HARDWARE ASSOCIATION CONVENTION AND 
EXHIBITION, Des Moines, Feb. 9, 10, 11, 12, 1932. Con- 
vention sessions will be held at the Hotel Savery, and the 
hardware exhibit at the Des Moines Coliseum. Philip R. 
Jacobson, secretary, lowa Hardware Building, Mason City. 


ILuinotis RetatrL HARDWARE ASSOCIATION CONVENTION 
AND Exuisit. Headquarters and meetings, Hotel Sherman, 
Chicago, Jan. 12, 13, 14 and 15, 1932. Exhibit at Mer- 
chandise Mart, Jan. 11 to 16. Paul M. Mulliken, manag- 
ing director, 1141 Merchandise Mart, Chicago, III. 


Kentucky HarpwareE & IMPLEMENT ASSOCIATION Con- 
VENTION AND EXHIBITION, Seelbach Hotel, Louisville, Jan. 
19, 20, 21, 1932. J. M. Stone, secretary-treasurer, Room 
9, Seelbach Hotel, Louisville. 


MicHicAN Reta, HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Detroit, Feb. 9, 10, 11, 12, 1932. Harold 
Bervig, secretary, 1112 Capital Bank Tower, Lansing. 


Minnesota Retai. HARDWARE ASSOCIATION CONVEN- 
TIoN, New Auditorium, St. Paul, Jan. 26, 27, 28, 29, 1932. 
Chas. H. Casey, manager-treasurer, 2344 Nicollet Ave., 
Minneapolis. 


Missour! RetatL HARDWARE ASSOCIATION CONVENTION 
anp Exursition, New Hotel Jefferson, St. Louis, Feb. 16, 
17, 18, 1932. F. X. Becherer, secretary, 5106 North 
Broadway, St. Louis. 


MonTaNA IMPLEMENT AND HARDWARE ASSOCIATION 
ConvENTION, Billings, Feb. 11, 12, 13, 1932. A. C. Tal- 
mage, secretary-treasurer, Bozeman. 


Mountain STATES HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Denver, Colo., Jan. 18, 19, 20, 1932. 
Headquarters, Cosmopolitan Hotel. John T. Bartlett, sec- 
retary, 2005 Mapleton Ave., Boulder, Colo. 


NaTionaAL House FurNIsHING MANUFACTURERS AssSO- 
CIATION, FirTH ANNUAL EXHIBIT, Stevens Hotel, Chicago, 
Jan. 10-16, 1932. Warren Edwards, secretary, Room 1203, 
Builders Bldg., 228 N. La Salle St., Chicago, IIl. 


NEBRASKA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Omaha, Feb. 2, 3, 4, 5, 1932. Exhibition 
will be held at Omaha Auditorium. Headquarters, Paxton 
Hotel. George H. Dietz, secretary, 414-419 Little Bldg., 
Lincoln. 
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New ENGLAND RETAIL HARDWARE DEALERS ASSOCIATION 
CoNVENTION AND EXHIBITION, Mechanics Building, Boston, 
March 2, 3, 4, 1932. Convention, Paul Revere Hall; Ex- 
hibition, Machinery Hall. Headquarters, Hotel Statler, 
George A. Fiel, secretary, 140 Federal St., Room 225, 
Boston, Mass. 

New York State Retait HarpwareE AssociaTION Con- 
VENTION AND ExposiTIion, Feb. 2, 3, 4, 5, 1932. Exposition 
will be held at Madison Square Garden, New York City; 
headquarters, Hotel Edison, Forty-seventh Street, west of 
Broadway. J. B. Foley, secretary-manager, 510 Hills 
Bldg., Syracuse. 

NortH Dakota RetatL HarpDWaRE ASSOCIATION Con- 
VENTION AND EXHIBITION, Fargo, Feb. 10, 11, 12, 1932. 
C. N. Barnes, secretary, Grand Forks. 

Ou1o HarpwaRE ASSOCIATION CONVENTION AND EXHI- 
BITION, Columbus, Ohio, Feb. 16, 17, 18, 19, 1932. Head- 
quarters and meetings at the Deshler-Wallick Hotel. Ex- 
hibit will be held on the main floor of the New Audi- 
torium. James B. Carson, secretary-manager, 708 Winters 
Bank Bldg., Dayton. 

OxiaHoMA Retait HARDWARE ASSOCIATION CONVEN- 
TION AND ExuisiTIon, Shrine Temple, Oklahoma City, 
Jan. 26, 27, 28, 1932. Charles F. Nelson, secretary, 207- 
208 Bloomfield Bldg., Oklahoma City. 

Orecon Retait HARDWARE AND IMPLEMENT DEALERS’ 
AssociaATION CONVENTION, Multnomah Hotel, Portland, 
Feb. 2, 3, 4, 1932. E. E. Lucas, secretary, Hutton Bldg., 
Spokane, Wash. 

Paciric NoRTHWEST HARDWARE AND IMPLEMENT AsSO- 
CIATION CONVENTION, Winthrop Hotel, Tacoma, Wash., 
Jan. 27, 28, 29, 1932. E. E. Lucas, secretary, Hutton 
Bldg., Spokane, Wash. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE As- 
SOCIATION, INc., CONVENTION, Philadelphia Commercial 
Museum, Philadelphia, Feb. 9, 10, 11, 12, 1932. W. Glenn 
Pearse, managing director, Wesley Bldg., Philadelphia. 

Sout Dakota Retart HarpwareE AssociaTIon Con- 
VENTION, Sioux Falls, Feb. 2, 3, 4, 1932. Chas. H. Casey, 
manager-treasurer, 2344 Nicollet Ave., Minneapolis. 

SouTHERN CALIFORNIA RETAIL HARDWARE ASSOCIATION 
CoNVENTION, in conjunction with a Modern Home Show, 
Ambassador Auditorium, Los Angeles, Feb. 16, 17, 18, 19, 
20, 1932. J. V. Guilfoyle, secretary, 230 Chamber of Com- 
merce Bldg., Los Angeles. 

Texas HARDWARE AND IMPLEMENT ASSOCIATION Con- 
VENTION, Gunter Hotel, San Antonio, Jan. 19, 20, 21, 
1932. Dan Scoates, secretary, College Station. 

West Vircinta Retart HarpwareE AssociATION Con- 
VENTION, Clarksburg, Jan. 19, 20, 21, 1932. H. B. Clower, 
secretary, Box 127, Oak Hill. 

WesTERN RETAIL IMPLEMENT AND HARDWARE AsSOCIA- 
TION CONVENTION AND HarpwarRE SHow, Kansas City, 
Mo., Jan. 19, 20, 21, 1932. Headquarters, Hotel Ballti- 
more. Convention sessions, Missouri Theatre; Hardware 
Show, Convention Hall. H. J. Hodge, secretary, Abilene, 
Kan. 

Wisconsin RetatL HARDWARE ASSOCIATION CONVENTION 
anv Exuisition, Milwaukee Auditorium, Feb. 2, 3, 4, 5, 
1932. B. Christianson, secretary, Stevens Point. George 
W. Kornely, exhibit manager, 3374 North Green Bay Ave., 
Milwaukee. 
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FOR THE CONVENIENCE 
OF YOUR CUSTOMERS 


To help your customers in their 
selection of proper Stanley Hard- 
ware and Tools, we offer you 
these two pocket size catalogs. 


Catalog No. 41 describes the 
full line of Stanley Hardware. 


Catalog No. 34 describes the 
up-to-date line of Stanley Tools. 





== Send for a small stock of these 
books. Your customers will 
find them most useful 


STANLEY HARDWARE & TOOLS 














Stone Working Tools 


TROW & HOLDEN CO. 


Barre, Vermont 


Send for new catalog 
































Stone Working Tools 


OTK) 
are. 
the BEST 


LANDON P. SMITH, Inc., IRVINGTON,N. J. 


EX) 
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Use the “Classified Opportunities Section” to Reach Hardware Manufacturers 
Manufacturers’ Agents, Jobbers, Jobers’ Salesmen, Retailers and Retail Salesmen 


CLASSIFIED ADVERTISING 
RATES 





Advertisements from unemployed 
accepted free of charge; inserted 
in two consecutive weekly issues. 
Box number address may be used. 
All replies will be forwarded by us 
post paid. 

Positions Wanted and Help Wanted adver- 


tisements at Special Rate of one cent a 
word, minimum fifty cents per insertion. 








THE FOLLOWING RATES 
apply to “Busi Oppor ities,” “Sales 
Accounts Wanted” and “Sales Representa- 

tives Wanted” advertisements. 








Set Solid, Minimum of 5 lines...... $3.00 
Each additional line............. -60 
All Capitals, Minimum of 5 lines.... 4.00 
Each additional line............. -80 


Average 10 words to a line 
Allow One Litie for Keyed Address 


Remittance Must Accompany Order 


BOXED DISPLAY RATES 





Diseounts for Classified Advertising 
4 insertions, 10% off, 8 insertions, 15% off. 
Due to the special rate, these discounts do 
not apply on Position Wanted or Help 
Wanted Advertisements. 





HARDWARE AGE is published each Thursday. 
Forms close Nine Days previous to date of 
publication. 








Address your advertisements and replies to 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 


be addressed to box numbers. 











HELP WANTED 


POSITIONS WANTED 





SALESMEN to travel ee and Queens, and ete Seedy 
f tablished wholesaler. oth territories are attractive right men. 
Write or call. Address UNDERHILL CLINCH & COMPANY, 84 White 


Street, New York City. 





POSITIONS WANTED 


HARDWARE MAN, THOROUGHLY EXPERIENCED in general 
house furnishing and builders’ hardware, paints and agricultural imple- 
ments; also a knowledge of the entire line as carried by leading whole- 
sale concerns. Understand merchandising, management and modern sales 
methods. Would like connection with a dealer where efforts of expan- 
sion would be appreciated and where an active interest can be secured 
should conditions work out satisfactory. Will consider any location. 
Address Box J-617, care of Harpware Acz, New York City. 








WANTED—Position as sales agent or direct factory representative. 
Thirty-six years of age with fourteen years established contact with best 
automotive, mill supply, electrical, hardware, steel and iron, oil field and 
consumer accounts and distributors. Am at present employed. Services 
available January first. iggy Cogenen | entire middle west. References 
of the best. Proposition must sound and permanent. Address Box 
J-582, care of Harnpware Acz. New York City. 





SALES ENGINEER wants position with manufacturer or jobber, 
who can use a man 37 years old and married, traveled in New York 
State and New England territories for Door Hanger Manufacturer. Have 
sold Miil and Factory Supplies. Transmission Engineer. Can draw and 
read plans. About 15 years’ experience in these lines. Address Box 
J-620, care of Harpware AcE, New York City. 





RETAIL Hardware Man with twenty years’ experience in both retail 
and wholesale hardware business sporting goods, paint and household 
supplies. Forty years of age, sober and industrious. Capable of_taking 
charge and bantlieg men. Can furnish first class references. Free to 
go anywhere. Middle West or South preferred. Address Box J-603, 
care of Harpware Ace, New York City. 





HARDWARE MAN, 45 years of age, married, temperate and indus- 
trious wishes to make connection with a reputable Hardware Concern or 
Manufacturer. Have traveled New York State eighteen years. Capable 
of representing or conducting affairs of large concern. Can give best of 
references. Salary can be arranged. Address Box J-614, care of 
Harpware Ace, New York City. 





EXPORT EXECUTIVE, 39, Sales Developer, financial experience, 
speaks Spanish, German and some French; particularly familiar steel 
products and hardware lines; highest credentials prominent New York 
exporting houses; has traveled, willing to travel or accept office duties 
of responsibility. Address Box J-619, care of Harpware Ace, New York 


City. 





EXPERIENCED salesman with following among wholesalers, dealers, 
large industrials and contractors seeks lines or exclusive selling con- 
nection. Has had 15 years’ experience selling and in sales promotion 
work, specializing in building materials and related tools, paints, etc. 
Address Box J-611, care of Harpware Ace, New York City. 





POSITION WANTED as salesman by Hardware and Housefurnishing 
man with 20 years’ experience as merchant and salesman on road selling 
Kentucky and Southern Indiana trade. Can furnish best of character 
references. Am willing to work other territory if position is permanent. 
O. W. MOORE, 1006 South 3rd Street, Louisville, Ky. 


GENTLEMAN with experience in selling builders’ hardware both to 
the retailer and jobber as well as to architects, contractors and owners. 
Is thoroughly trained with many years experience in preparing schedules 
from plans and writing specifications for architects and desires a con- 
nection in a sales position with a reliable dealer, jobber or manufacturer, 
Chicago, the Middle West or Los Angeles and California preferred. Ex- 
cellent references can be furnished. Age 30, married. Address R. M. 
WHYTE, 7501 Eastlake Terrace, Chicago, IIl. 





HARDWARE and Paint Salesman. Four years bookkeeping and 
knowledge of accounting, twelve years in retail hardware and paints, 
five years selling automotive fabric goods and paints in Virginia, Georgia 
and Florida. Am well known in Florida among the retail hardware and 
paint trade, also the automotive jobbers. Am 38 years of age and 
married. Will be interested in any proposition that is sound and perma- 
nent. Will go anywhere. Address Box J-621, care of HARDWARE AGB, 
New York City. 





I OFFER six years of German experience as hardware clerk, window 
dresser and sign printer. I want a similar position in American house. 
Will consider also office or stock room work in the hardware trade. I am 
25 years old, six foot, single and three years in the U. S. A. Address 
Box J-604, care of Harpware AGE, Néw York City. 





HARDWARE MAN, age 31, married, 15 years’ experience buying and 
selling of hardware, tools and supplies, also can do general repairing. 
A. C. BRUHNS, 2704 University Avenue, New York City. 





BUSINESS OPPORTUNITIES 








BUSINESS OPPORTUNITY 


The Village Blacksmith Folks of Watertown, Wisconsin, 
selling Wholesale Hardware, Butchers and Restaurant 
Supply Houses everywhere in the United States, with an 
efficient sales force, desire kindred lines to sell on some 
plan to be worked out. Address The Village Blacksmith 
Folks, Watertown, Wisconsin. 














HARDWARE STORE for rent. Has béen a ane stand for over 
fifty years. Good location in town of 1200 population. Fine opportunity 
to build up business in surrounding territory. Rent very reasonable. 
THE JOYCE STORES, Otsego County, Unadilla, New York. 





HARDWARE STORE FOR SALE. Located in a busy thoroughfare. 
Established for the past twelve years. Good locksmith and general repair 
business. Owner wants to retire. Address Box J-557, care of HARDWARE 
Ace, New York City. 





FOR SALE—Old established business in Southern Idaho. Best corner 
locafion. $15,000 stock. Owner retiring. Terms. Address Box J-589, 
care of Harpware Ace, New York City. 





SALES REPRESENTATIVES WANTED 








HARDWARE SALESMAN, 25 years of age, eight years retail hard- 
ware experience, expert locksmith and electrical repair man, desires con- 
nection with a reputable hardware concern with opportunity for advance- 
ment. Metropolitan district preferred. Best of references. Address 
Box J-605, care of Harpware Ace, New York City. 





HARDWARE MAN, age 32, married, seven years’ experience selling 
Builders’ Hardware, Tools, Mill Supplies and allied lines, also displaying 
knowledge of buying. Wishes position anywhere in and around New 
York. Address Box J-623. care of HarpwarE Ace, New York City. 


SALESMAN WANTED 


on commission basis to represent well-known hard- 
ware manufacturer of many years standing in West- 
ern Pennsylvania, Eastern Ohio and West Virginia. 
Manufacture staple line of hardware specialties and 
seasonable items. When replying give complete in- 
formation as to manufacturers now representing, ref- 
erences and list of cities covered. Address Box J-615, 
c/o Hardware Age, New York City. 











HARDWARE MAN with 20 years’ experience, 40 years af age, married, 
Protestant, desires connection with a reputable hardware concern. Can 
furnish the best of references concerning ability and character. Address 
Box J-612, care of Harpware Ace, New York City. 
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ROPE SALESMAN WANTED. 100 per cent pure Manila rope, 14. 
lb. basis. Fast selling side line, five per cent commission. United Fibre 
Company, 82 South Street, New York City. 


HARDWARE AGE 











CLASSIFIED OPPORTUNITIES 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not be addressed to box numbers. 





SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 








SALESMAN WANTED 


on commission basis to represent well-known hard- 
ware manufacturer of many years’ standing in East- 
ern Pennsylvania, Southern New Jersey, Delaware, 
Maryland, District of Columbia. Manufacture staple 
line of hardware specialties and seasonable items. 
When replying give complete information as _ to 
manufacturers now representing, references and list 
of cities covered. Address Box J-616, c/o Hardware 
Age, New York City. 








A REPRESENTATIVE for a factory making a well known brand of 
hardware specialties to sell to the hardware trade in Southern Michigan 
on commission. Located in Detroit preferred. No objection to carrying 
non-conflicting lines. A salesman with ability and willing to work can 
make very satisfactory compensation. References from firms selling for 
are required. Address Box J-601, care of HARDWARE AGE, New York City. 











_AN ESTABLISHED manufacturer of popular priced hardware spe- 
cialties desires a salesman calling on the hardware dealers in the State 
of Texas to handle his line on a commission basis. One located in Dallas 
or Fort Worth preferred. To one having selling ability and who is will- 
ing to work the line, satisfactory returns can be made. No objection to 
carrying non-conflicting lines. Full details as to territory covered, ex- 
perience and references from firms you are selling for are required. 
Address Box J-602, care of Harpware AGE, New York City. 





SALESMAN a on the hardware trade in the State of Pennsyl- 
vania to represent a factory making a well known line on a commission 
basis. No objections to handling non-conflicting lines. Must have sell- 
ing ability and willing to work the territory properly in order to obtain 
results. Give full details as to territory covered, class of goods handled 
and references from firms selling for. Address Box J-599, care of 
Harpware Ace, New York City. 


SALESMEN tto handle a well known line of specialties for a manu- 
facturer on a commission basis—the following territories open: North and 
South Carolina, Virginia, West Virginia, and Maryland, Kentucky and 
Tennessee. Georgia, Alabama and Mississippi. References required as 
to selling ability, experience, territory covered and lines handled. Address 
Box J-598, care of Harpware AcE, New York City. 





MANUFACTURERS AGENTS WANTED: A nationally known manu- 
facturer of Electric Appliances wishes to add to its sales force several 
capable and energetic salesmen who will sell our product to both the retail 
and wholesale trade. Give complete information on sales background. 
Liberal commissions paid. Address Box J-622, care of HARDWARE AGE, 
New York City. 





SALESMAN calling on the hardware trade in Indiana and_ Illinois 
located in central part of the territory to sell a factory line of Hardware 
Specialties on a commission basis. Details required as to territory 
covered, class of goods handled and references from firms selling for. 
Address Box J-596, care of Harpware AcE, New York City. 








AN established manufacturer desires a representative calling on the 
hardware trade in Louisiana, Arkansas and Oklahoma to handle a well 
known brand of specialties on a commission basis. Satisfactory returns 
can be made, if you have selling ability, and are willing to work the 
territory at regular intervals. Give territory covered and references as 
S oie ability. Address Box J-597, care of Harpware AGE, New 

ork City. 





SALESMAN with experience and selling ability calling on the hardware 
trade in Missouri, Iowa, Eastern Kansas and Eastern Nebraska to handle 
a factory line of popular priced hardware specialties on commission. Can 
<i — a =. peed details as to class of goods 

and references as to selling ability. ss B - 
Harpware AGE, New York City. Le ee en eee ee 





SALESMEN who know the wholesale hardware trade to sell an all 
year household specialty manufacturer by an_ established company of 
diversified lines. Liberal commission basis. May be handled with one 
or two other lines. Give full details and territory now covering. Address 
Box J-618, care of Harpware AGE, New York City. 





SALES ACCOUNTS WANTED 


MANUFACTURERS’ REPRESENTATIVE—With established follow- 
ing operating out of Albany, N. Y., concentrating in Eastern and Central 
part of New York State. Calling on hardware jobbers and_ dealers, 
department stores and furniture trade desires additional meritorious line 
from substantial manufacturer. Address Box J-613, care of HARDWARE 
AcE, New York City. 








the right medium. 


send your ad to— 


239 W. 39th Street 








HE ADVERTISED IN THE RIGHT MEDIUM 


This man wanted to represent a good hardware manu- 
facturer—he told his story in the Classified Opportunities 
Section of Hardware Age— 

A nationally known company replied to his advertisement 
and he secured a desirable position through advertising in 


HARDWARE AGE is noted for quick results—try it— 


Classified Opportunities Dept. 


New York 








JANUARY 7, 1932 
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INDEX TO ADVERTISERS 






































































































THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. Every care will be taken to index correctly. 4 
No allowance will be made for error or failure to insert. . 
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OF THE BUILDERS’ TRADE? || 


eh 
THE builders in your community are on the lookout for 
the dealer who can supply all their needs with the least 
buying-effort. Show a representative line of Sargent 
Hardware. Its completeness will turn a prospect into a 
steady customer. Many things that every builder needs 
— rough hardware, tools, and finish hardware in solid 
brass or bronze — are made by Sargent. The builder 
welcomes the chance to get all this material at one source. 


Sargent means increased sales for you. 


When home owner, architect or builder has in mind 
hardware of authentic design, the Sargent line will give 
you a distinct sales advantage. Sargent Hardware is 
made in a wide variety of correct designs for every type 
of building. You can offer your customer appropriate 
patterns for every type of building from liberal Gothic 
to strictly Modern. 

You can stress the true economy of using hardware 
of lasting quality. An honest building project is worthy 
of the finest equipment — Sargent Hardware in solid 
brass or bronze. It won’t rust, and each piece will give 
lasting service. With the quality and completeness of 





Sargent products to back you up, the builder will think 
of you for his next order. Sargent & Company, New 
Haven, Conn.; New York; Chicago; Belleville-Sargent 
& Company, Ltd., Belleville, Ontario, Canada. 


SARGENT 


LOCKS AND HARDWARE 




















Quiet elegance is ex- 
pressed in this Colonial 
dwelling in Philadelphia, 
Pa. H. C. Hodgens and 
A. D. Hill, Architects. 
Sargent Hardware of solid 
brass is used throughout. 


( 


The four Sargent designs 
shown at the left are rep- 
resentative of authentic 
Colonial patterns. For 
every type of building 
Sargent offers a wide 
selection of correct 
hardware. 
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Shapleigh National Series No. 1744 


We will send free to customers, on request, a copy of the above, printed on high grade paper, in colors as shown, suitable for framing. 
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